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The 

One 
Best 
Dealer 


Our Plan will se- 
cure him for you. 

There is always 
one BEST dealer in 
every town, and we 
can obtain this one 
for your goods by 
our methods. 

He will be your 
personal salesman.in 
his own territory. 











CONVERSE D. MARSH, 
Chairman Executive Committee, 
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advertising rate, on and after 


January |, 1908, 


$3.00 Per Agate Line 








specific orders for space up to 
and including the October, 
1908, issue will be accepted 
at the present rate of $2.50 
per agate line if sent to us on 


or before December 31, 1907. 


S. KEITH EVANS, 
MANAGER OF ADVERTISING, 


11 East 24th Street, New York. 
JOS. A. FORD, Western Manager, Tribune Bldg., Chicago. 
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BANK ADVERTISING. 
i, 


FINANCIAL PUBLICITY. 

The people cannot reconcile the 
utter collapse of our financial af- 
fairs with the undoubted: pros- 
perity of the country. They un- 
derstand why there should be a 
fall in copper shares following 
the immense reductions in the 
price of the metal, and perhaps 
also because of the hard pound- 
ing which Lawson gave copper; 
but why railroad and sound in- 
dustrial shares should sink far 
below their inherent values 1s a 
mystery. 

Chis has caused a genuine feel- 
ing of apprehension to _ seize 
the public, because the good, the 
bad and the indifferent are all 
placed on the same plane, and a 
financial calamity seems probable. 

It is therefore natural that we 
should seek some remedy, or 
some means of averting disaster 
to our money-institutions, which 
would first be affected by such 
troubles. 

Within the past four weeks we 
have witnessed a spectacle among 
New York banks, unparalleled 
even in the panics of ’73 and ’93. 
Without warning, and seemingly 
without reason, banks in New 
York, the financial heart of the 
Western Continent, tottered and 
fell. Through the prompt action 
of the national government and 
by the co-operation of a few big- 
minded men who uwsed their in- 
fluence and their millions, and by 
the rescuing power of the New 
York Clearing House, a prop 
was put up against the cracking 
walls of the financial structure 
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and, for the time being at least, 
these were held in place, 

But by the time the next dis- 
turbance comes, these props will 
have rotted away and the cracked 
walls will not be shored up so 
easily. 

Without being a pessimist, one 
who watches the financial game 
cannot suppress a feeling of ap- 
prehension for the future unless 
something is done to restore and 
maintain public confidence, 

There is now only one way of 
doing this—and that is by the 
generous use of printer’s ink, and 
there is only one channel through 
which to apply it—and that is by 
the liberal employment of adver- 
tising space. 

The bankers, many of them at 
least, have stopped railing at 
Lawson, who was at one time 
considered the lunatic of finance, 
because of what they thought to 
be his sensational methods. He 
has taught them a valuable les- 
son; and if these gentlemen will 
be honest enough with them- 
selves and their trust to apply 
the principle of his method to 
their present needs, more serious 
trouble may be averted, or at the 
very least, delayed and mitigated. 

The lesson taught is the need 
and value of financial advertis- 
ing. Lawson’s methods may be 
wrong, but the principle has been 
proven correct by past results. 

If one follows financial condi- 
tions and reads the financial ed- 
itorials or articles, the business 
man in New York to-day is con- 
fronted by a bank deficit, for the 
week of Nov. 2nd of $37,000,000. 

He does not understand this. 
His knowledge of financial prin- 
ciples is so crude that it sounds 
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But he feels 
trouble—some- 
something's 


like Greek to him. 
that it indicates 
thing’s wrong—and 
going to happen. 

One man tells him times are 
good, because crops are good, 
and that the trouble is over be- 
cause $20,000,000 of gold has 
come from Europe. But when 
he goes to a customer to make 
collections, he’s put off. 

Financial subjects are now dis- 
cussed either in editorials or in 
financial special articles which are 
seldom read, and generally not 
understood. But advertisements 
are almost always read and are 
usually understood, because they 
are written by business men, in 
plain, simple and direct language. 

Right or wrong, Lawson's 
financial ads were read by a mil- 
lion or more men who never con- 
sidered the utterances of a finan- 
cial editor, Lawson ads caught 


their eyes and its direct language 
appealed to their minds. 

This ignorance regarding bank- 
ing conditions has caused a fear 
to take hold of the people which 


culminated in the recent panic in 
New York. 

But now that this trouble is 
over, at least temporarily, every 
bank in New York recognizes the 
need of keeping before the pub- 
lic, of telling the public some- 
thing, about itself; and either be- 
cause they are held back by con- 
servatism, fear of criticism, or 
lack of “know-how,” most banks 
are wasting their stockholders’ 
money by buying advertising 
space and filling it with matter 
which means nothing to the av- 
erage reader. They advertise a 
name, address, capital and sur- 
plus. If any reader had the 
“scare” and drew his money 
from his bank would such adver- 
tisements induce him to put it in 
another? 

What’s the use of wasting the 
money ? 

This calls to mind the senti- 
ments expressed by Thomas 
Lawson, regarding advertising, 
at his recent Sphinx Club speech, 
in which he said: “I had noth- 
ing to sell, and so I started to 
advertise it, and I spent $30,000,- 


ooo in advertising for sale what 
I did not have.” 

The Lawson principles may not 
appeal to the bankers, but the 
meaning of his words and the 
value of the lesson of his work 
should not be lost on them. 

If Lawson was able to sell 
what he did not have, what the 
people didn’t need or want, and 
made millions doing it,* * why can- 
not the bankers use the same 
means to sell what they have got 
—what the public needs and 
wants badly? They» can—and 
those who first understand this, 
will greatly benefit the country 
and themselves. : 

The recent financial disturb- 
ance recalls a story that is told 
of Jay Cooke of Philadelphia, of 
how he employed the newspapers 
forty-five years ago to save the 
credit of the Union. 

During the war, 
States was almost bankrupt. The 
treasury issued bonds, but the 
public did not feel like buying 
securities of what seemed to be 
a defunct administration, 

In this dilemma Cooke con- 
sulted his neighbor Dr. Janeway, 
the patent medicine man, whose 
progressive methods he had al- 
ways admired. Janeway pre- 
scribed advertising. Cooke only 
consented to try “what he him- 
self considered an _ undignified 
method, because nothing else 
seemed serviceable, 

He told the people of this in- 
vestment, of the country’s needs, 
of the country’s future, using 
newspaper space liberally for his 
purpose. 

The financial world was up in 
arms. Cooke was called every- 
thing, almost a traitor. But the 
methods won out. The securi- 
ties were sold at a premium, The 
United States was saved by 
newspaper advertising. And yet, 
even in the face of such facts, 
when the word. advertising is 
mentioned, the average bank 
president holds up his hands in 
horror and calls that method un- 
dignified. 

Had the bankers employed an 
experienced press agent, as the 
railroad companies do, had he 

(Continued on page 6.) 


the United 
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Confidence, more than actual know- 
ledge, determines choice in purchasing. 
Not one man in ten can tell pure wool, 
pure linen or genuine diamonds. You 
buy because yogi trust. 

It is clear that a buyer's confidence 
is the thing most worth getting, and that 
those mediums should be chosen which 
help to create confidence. 


There is no other magazine in the 
world whose advertising columns are so 


carefully censored as those of THE 
Lapies’ HoME JOURNAL. The result is 


that our readers regard our advertising 
columns as a Safe place to buy. 


THE CurtTIs PUBLISHING COMPANY 
PHILADELPHIA 


New York Boston CHICAGO BuFFALO 
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been in a position to give out re- 
liable news to the daily papers, 
and had they used advertising 
space collectively to reassure the 
public, the recent “panic” might 
have been less serious. 

The present method of bank 
advertising is too unattractive to 
be convincing. The _ bankers 
should tell the people what they 
have to offer—why it is needed— 
and the advantages and profit of 
dealing with them. The methods 
of advertising are not simple, 
but there are ways of securing 
results in a dignified way, 

The average banker will, with- 
out hesitation, spend thousands 
for lawyers, architects, engineers 
and other experts to suggest 
ways and means, but he would 
resent the suggestion that he 
should spend one dollar in ad- 
vertising. 

Every merchant knows the dif- 
ference in the values of his sales- 
men. One man that he sends out 


on the road may be worth $20,000 
a year, while another may not be 
worth $200. 


Yet he tells them both to say 
the same thing: “Buy the .... 
goods.” 

The difference in their values 
is in the different way each has 
of saying “Buy .... goods.” 

The same is applicable to the 
banker’s merchandise—credit and 
money. There's much to say 
about it, and what he says, and 
how, where and when he says it. 

SAMUEL JAROs. 
sian: : 
BOOKLETS. 


Haines, Jones & Cadbury Co., manu- 
facturers of plumbers’ supplies have had 
Morris & Wales, Philadelphia, prepare 
a booklet of ready-made plumbers’ ads, 
for distribution among dealers carrying 
the company’s goods. The plumber 
who uses them may feel pretty sure 
that they are an improvement on _ his 
past advertising. Ten to one, how- 
ever, his advertising has no past at 
all. 


The Union Pacific Railroad has is- 
sued an interesting booklet devoted to 
a description of a number of gasoline 
motor cars with which the company 
has been experimenting. Nine of 
these cars are in service and twenty- 
two more under construction at the 
resent time. The booklet is printed 
in olive green, with gold page-borders, 


INK. 


and is illustrated with photographs and 
diagrams of the cars, all of which vary 
in construction, 


Two booklets come from G. Murray 
Seal, superintendent of the publicity 
division of the Maryland Casualty 
Company, of Baltimore. The less pre- 
tentious of the two is for circulation 
among agents, and the other, ‘Infor- 
mation for Agents,” is sent to all per- 
sons applying for agencies. It is 
printed on laid paper, natural tint, 
bound in blue cover witlf gold letter- 
ing, and was manufactured at the com- 
pany’s own printery. 


A straightforward booklet comes 
from Fibre and Fabric, Boston, giving 
proof upon the value of the publication 
for advertisers. If any adverse criti- 
cism can be given, it is that the book- 
let contains too much matter, and that 
the deckle-edge paper, with rough sur- 
face, does not admit of readers turn- 
ing the pages. The subject matter is 
strong, however, and shauld convince 
manufacturers in the textile field that 
Fibre and Fabric will be useful 
them in their advertising. 


for 


“Ts It Utopian” is the somewhat be- 
wildering title of a booklet put forth 
by .. McMaster, manager of the 
advertising department of the Canada 
Life Assurance Company, of Toronto. 
The booklet breaks away from the 
time-worn insurance argument, which 
was largely made up of financial state- 
ments utterly meaningless to the av- 
erage man. It gives specific instances 
of the exact benefits which have ac- 
crued to men insured by the company, 
set forth in an_ intelligent ‘ manner. 
The arrangement of the booklet, 
the mechanical work, are both to 
commended. 


and 
be 


——_ +o 
ILLUSTRATED ADVERTISE- 
ENT. 








A SMALL BOY WANTED AT 33 MAIN 


STREET, 
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“the live wire” 


that leads into 
most of Philadel- 
phia’s homes and 


produces the re- 
sults is 


The Bulletin 


When you buy ad- 
vertising space in 
“The Bulletin” you 
cover Philadelphia 
thoroughly because 
—“In Philadelphia 

nearly everybody 

reads 


The Bulletin” 


NET AVERAGE FOR OCTOBER 


2 30,114 Copies a day 


‘*The Bulletin’s’’ circulation figures are net; all damaged, unsold» 
free and returned copies have been omitted. 
William L. Mclean, Publisher. 
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ADVERTISING MEMORY 
BOOKS. 


As Roosevelt is on the trail of 
the nature faker so James F. 
Downs, publisher and co-author 
of the “Memory and Thought 
Manuals,” which number among 
their contributors such men as 
Bishop John H. Vincent, of 
Chautauqua fame; Professor 
William A. Dunning, of Colum- 
bia University; William R. 
Baird, a prominent New York 
lawyer, and Professor Joseph 
Singer, of Chicago, is after the 
memory faker. 

A Printers’ INK reporter saw 
Mr. Downs, in his New York 
office a short time ago, and was 
told of the various memory sys- 
tems; how he exposed them, and 
how the Downs’ publications are 
advertised. 

“More money has been taken 
from unfortunate people by mem- 
ory quacks,” said Mr. Downs, 
“who pretend to strengthen the 
memory and teach the art of not 





“HUMBUG MEMORY SCHOOLS EXPOSED” 
ADDRESS ON DEVELOPMENT OF THE 


M 

To Introduce a series of valuable 
educational works, the above 
will be sent to all applicants 


JAMES P. DOWNS, 14 Park Place, New York 





forgetting, than by the combined 
efforts of bunco steerers and west- 
ern road agents in the last ten 
years. Advertisers of this class 
have been uniformly successful in 
inculcating in their victims the art 
of never forgetting—that they 
have been duped. 

“In addition to the general 
worthlessness of the memotechnic 
trash (or hash) so  vauntingly 
advertised, circulars containing 
further misrepresentations as to 
the phenomenal memories within 
the reach of all mankind, are sent 
out claiming that a few minutes’ 
time daily, for a few weeks, is 
all that is necessary for anyone 
to acquire the power of memoriz- 
ing—even an entire book at a 
glance. Such claims are foolish. 
Memory can only be strengthened 
by persevering and persistent ef- 
fort in the right direction. 

“The principal features of these 


so-called memory systems is the 
figure alphabet, which has been 
exploited and exposed for more 
than half a century, coupled with 
the so-called laws of association 
set forth in all works on mental 
philosophy. For this concoction 
the memory schools demand from 
ten to fitteen dollars, with the 
injunction that the styff must not 
be communicated by* the victim 
to others. This high-priced in- 
formation can be had in better 
form in the open market for fifty 
cents.” 

“What form of advertising do 
you use to get your publications 
before those interested in such 
works?” 

“I am using a large number of 
class _ publications. * Literary, 
musical, business and trade pa- 
pers, and in fact any medium that 
is read by the thinking class of 
people. I also send out consid- 
erable circular matter, pointing 
out the advantages of my system 
over Other so-called memory sys- 
tems. Many of these circulars 
contain reproductions.of parts or 
the whole of letters received 
from people all over the world, 
who have been duped by memory 
quacks and who are not back- 
ward in writing me their opin- 
ions of these various systems. In 
some cases they have asked me 
to submit my books to them on 
approval, being fooled so often 
makes a person suspicious, and in 
every case they have written me 
that the books were entirely sat- 
isfactory and sent along the 
money to pay for same. 

“I generally use only an inch 
ad but have taken larger space 
frequently. These small adver- 
tisements usually ask the reader 
to send for my printed matter. 
Of course in so small a_ space 
very little can be said and for 
direct returns a larger space, 
where the whole story can be 
told, is better. But on the whole 
the inch advertisements have 
brought very satisfactory returns, 
and the cost of advertising 1s 
materially reduced. I am contin- 
ually experimenting with various 
copy and in none of my adver- 
tising do I make claims that can- 
not be fulfilled, I have also used 
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the classified columns with suc- 
cess. 

“T have been a student of mem- 
ory system for many years and 
know the various systems that are 
advertised thoroughly, and as a 
question of right | am doing my 
utmost to thoroughly expose 
those memory’ systems’ from 
which very little benefit can be 
derived, and which are high at 
any price.” 


CREATING A DESIRE FOR 
QUALITY, 

Not only in man’s desires but in his 
demand for quality has he en edu- 
cated by advertising. Flour ground at 
the old grist mill on the outskirts of 
the village above the old swimming 
school made the bread we ate as boys. 
But now, since the flour miller, has 
bought big space telling us about purity 
and cleanliness and grade in flour, we 
buy a “brand.” 

In clothing, we ask for “all-wool” 
and yoice our suspicions of ‘‘mercer- 
ized cotton.” Advertising has educated 
us and instilled the desire for better 
quality. 

In canned meats and vegetables, in 
tonics—everywhere we _ talk 
wisely ot the factors that make for 
quality. And all this knowledge and 
consequent demand for quality is due 
to advertising.—System, 

anes ef 
THE OLDEST PAPER SUCCUMBS. 

The oldest paper in the world (but 
just how many centuries cannot be 
stated)—the. Pekin Gazette—has just 
ended its long existence. Still, it was 
no great paper, aS newspapers are es- 
timated, having no editorials and little 
that could be called news. What it 
did mostly—and it was very small, 
with but few pages—was to announce 
things official A somewhat different 
paper, it is said, is to take its place, 
which will not only do this last duty, 
but which will have more modern feat- 
ures than the old government organ 
thought it proper or dignified to main- 
tain, 


hams, in 


To INDIVIDUALIZE strongly in clothes 
is generally the mark of a lack of 
individuality in character.—Star Sol- 
icitor. 








Still Gaining. 


The claim of 


THE CHICAGO 
RECORD-HERALD 


that it has a larger circulation than 
any other two-cent paper in the 
United States, morning or evening, 
is UNDISPUTED. 


OCTOBER CIRCULATION. 
Daily average exceeding 


154,000 


Gain Over October, 1906, exceeds 10,000. 
Sunday average exceeding 


222,000 


Gain Over October, 1906, exceeds 18,000. 








THE CHICAGO 
RECORD-HERALD 














The German Weekly 
of National Circulation 


Lincoln Freie Presse 


LINCOLN, NEB. 
Circulation 149,281. Rate 35c. 








Moines. This newspaper will be 


reaching all classes of people. 





The One Newspaper in Iowa 
A large national advertiser intends hereafter to use. only one newspaper in Des 


Che Des Moines Capital 


Why? The Caprrat has the largest circulation in Iowa, the largest in Des Moines; it is 
a very high-grade newspaper; it is an evening newspaper; it is a newspaper for both men 
and women; it is a newspaper of the home; it is anewspaper for all classes of people. It 
sells at 25c. per month while its competitors making a fe 

4oc. and soc. respectively. Any advertiser who wants to cover the field thoroughly and 
get the business can do so buy using the CapiTat exclusively. He cannot do this b 
using any other single Des Moines newspaper. eld, 


* 0’MARA & ORMSBEE, Brunswick Bldg., New York 
Eastern Representatives {Si meR WILSON, 87 Washington St, Chicago. 


LAFAYETTE YOUNG, Publisher, 


less meritorious newspaper sell for 


The CariTat alone covers the fi 
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WITH ENGLISH ADVER- 
TISERS. 

If one is watching for the new 
and most enterprising advertisers 
who enter the field the best pa- 
per to look at is probably the 
Daily Mail, though the Daily 
Telegraph carries a very large 
quantity of double-column adver- 
tising. About a month ago, all 
the leading dailies, weeklies, 
magazines and _ other popular 
publications, came out with ad- 
vertisements for what is prac- 
tically a new pill, called “Ker- 
nak.” 

The “Ker-nak” advertising is 
largely pictorial, the first being 
headed, “Treasures of Ancient 
Egypt—Origin of a Wonderiul 
Medicine—Great Family Remedy: 


Mineral Drugs Now Left Far 
Behind—Free Offer of Unique 
Remedy.” By way of embellish- 


ment an attractive eastern land- 
scape was depicted, consisting of 
palm-trees, camels being loaded 
up, a cargo of fruit being placed 
in a boat by an Arab, and so on, 
with the result that an Oriental 
atmosphere was created and an 
impression of the gorgeous East 
left on the mind. 

The reading matter commenced 
in this fashion: “In the dim past, 
when the Persians ruled Asia, 
and owned the treasures of 
Africa, signal successes were ob- 
tained from the use of certain 
fruits as medicine. The soldiers 
and beautiful women of that 
ancient race so far appreciated 
the peach, the pear, the apricot, 
the date, and the olive, that they 
did not fail to introduce these 
and other valuable fruits into the 
lands they conquered. It is first 
to the Persians, and then to the 
studious Egyptian, the cultured 
Greek, and the Romans of the 
Cesars, that we owe a thousand 
and one of the fruits common 
enough in this country to-day. 
From the nations that prospered 
over two thousand years ago 
later nations learned the art of 
converting fruits into natural 
medicine, and it was brought to 
England by monks from Italy, 
who frequently acted as physi- 





cians to our forefathers. Thes: 
monks guarded the secrets of 
extracting the medicines, in th 


same way as the Chartreuse 
monks for ages guarded the 
secret of making their famous 


wine.” 

This is the exordium of the 
story that is about to be told. We 
are next informed of the med- 
icinal virtues of *various fruits, 
and the necessity for the fruit 
extracts being separated from the 
fibre, refined and concentrated, 
aud this leads us up to the state- 
ment that “As the basis of the 
new ‘Ker-Nak’ treatment we have 
a natural and potent medicine, 
which leaves far in the back- 
ground the old mineral drugs, 
which have had to be depended 
upon hitherto. Ker-Nak in its 
concentrated pill form, contains 
certain essences and oils, the 
valuable constituents of fresh, 
ripe fruit, in association with 
wholesome vegetable extracts.” 
From this point the advertise- 
ment takes the familiar lines of 
describing the various ailments 


for which “Ker-Nak” is recom- : 


mended, and furnishes with the 
offer of a free sample. 

It will be observed that though 
the advertisement is headed 
“Treasures of Ancient Egypt” no 
connection is traced between 
Egypt and the new remedy, and 
in fact, the word “Egyptian” oc- 
curs but once in the copy, and 
then only in a most casual way. 
This particular announcement is 
characteristic of the series which 
has since appeared, and is based 
on the theory that English peo- 
ple like a very flamboyant style 
and appreciate high-faluting 
spread-eagleism. 

It is doubtful whether this is 
true, and it is certainly open to 
question whether palpable exag- 
gerations, such as talking about 
“a thousand and one of the fruits 
common enough in this. country 
to-day,” favorably impresses the 
majority of English people. Ev- 
ery one who has to do with ad- 
vertising recognizes the danger 
of theorizing, but is very hard to 
believe that a mass of irrelevant 
talk ranging over the history of 
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two thousand years is nearly as 
convincing as plain, simple, di- 
rect talk addressed to those who 
are suffering from the particular 
complaint which you profess your 
ability and willingness to cure. 
An American advertiser who 
wants to sell pork and beans gets 
straight to business and_ talks 
pork and beans, without giving 
a disquisition on the manners 
and morals of prehistoric man, 
and the same thing characterizes 
good American advertising for 
medicines and toilet articles, 
After all, if one suffers from 
indigestion the vital and most 
interesting and important point 
is how to get cured, and ex- 
perience proves that frills, fur- 
belows, flounces and embroidery, 
are so much waste of good space, 
and that the interest of the read- 
er is dissipated, while he is re- 
ceiving a lecture on the history 
of the past. There is a well- 
known anecdote referring to the 
original Astley, the proprietor of 
a famous circus, and the advice 
he used to give the actors in his 
equestrian dramas. While they 
were spouting their windy 
speeches, he used to tell them to 
“Cut the cackle and come to the 
horses,” and that is not bad ad- 
vice to advertisers generally. 
Soon after the “Ker-Nak” ad- 
vertisements had appeared, the 
well-known English society pa- 
per, Truth, came out with an ar- 
ticle entitled, “Patent Pills from 
the Pyramids,” in which they 
commented on the advertisement 
under discussion in caustic terms, 
and they went on to give the his- 
tory of the firm from which the 
advertisement emanated, Further, 
the method of the campaign 
that was inaugurated was illus- 


trated by a letter which was sent. 


out to retail chemists as soon as 
the advertising commenced. 

The address given at the foot 
of the “Ker-Nak” advertisement 
was “The Sole Proprietors, the 
Kernak Natural Remedy, Limit- 
ed, Turnmill Street, London, E. 
C.” The address, however, given 
at the foot of the chemist’s circu- 
lar was C. E. Fulford, Limited, 
of Greek Street, Leeds, “Pro- 


Se 1h 


A substantial circula- 
tion of 157,629—22 years 
growing—is what The 
National Farmer now 
offers in classified adver- 
tising space at 5 cents 
per word. 

It reaches prosperous 
farm families from Maine 
to California. 





For copy of paper and further in- 
Sormation address Advertising Dept., 
The National Farmer, 
Augusta, Maine. 
FRANK H. THOMAS, FRED H. OWEN, 


Chicago Office, New York Office, 
1635 Marquette Bldg. 1105 Flatiron Bldg 








prietors of Peps, Zam-Buk, Bile 
Beans for Biliousness, and 
Ker-Nak.” The quotations given 
from the circular by Truth are 
as follows: 


Dear Str—The following special 
features, which will appeal to you asa 
retailer, mark the introduction of our 
new line, Ker-Nak, 

By a vigorous and carefully planned 
campaign, coupled with new methods 
of work, we shall make Ker-Nak a 
most instantaneous success, 

Ker-Nak is protected at 1s, 1d. per 
box. We are able to supply you with 
Ker-Nak at 11s, per dozen (gross lots). 
This line will bear the biggest profit 
to you of any extensively advertised 
medicine. (See price list enclosed). 

Ker-Nak will be more widely adver- 
tiscd' than any other proprietary. The 
enclosed sample page will give you an 
idea of the magnitude of our intro- 
ductory scheme. You know the vig- 
orous way in which Peps and Zam-Buk 
were placed on the market. The Ker- 
Nak advertising campaign will be still 
more brilliant and forceful. 

Ker-Nak will be made known to the 
public, not only by newspaper and 
booklet advertising, but by, giving free 
samples. Read the free sample para- 
graph in the enclosed’ page advertise- 
ment, Apply to us for a supply of 
free samples. e % 

It is important for you to immedi- 
ately lay in a stock of Ker-Nak to 
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meet the immense demand which will 
be rapidly created. 
Awaiting your esteemed 
Yours faithfully, 
C. E. Futrorp, Ltd. 
Attached to the letter was an 
advance proof of the page ad- 
vertisement described in _ this 
article. 
The 
Ltd., 


commands, 


name of C. E, Fulford, 
reminds those who are in- 
terested in the advertising of 
patent medicine of a famous 
legal action that took place a 
year or two ago. “Bile Beans” 
were advertised by a series of 
advertisements, the point of 
which was, that the remedy em- 
bodied rare medicinal herbs dis- 
covered in Australia, As a mat- 
ter of fact, however, this inter- 
esting story was, to put it mildly, 
inaccurate, and on the firm pro- 
ceeding against a Scotch chem- 
ist, for infringing its rights, 
in the name “Bile Beans” the 
defense was put forward that 
Messrs Fulford, Ltd., had been 
making false claims, that their 
hands were not clean in coming 
into court, and that, consequent- 
ly, they were not entitled to the 
assistance of the law in defend- 
ing their rights. The judge be- 
fore whom the case came, decid- 
ed that this was a valid defense, 
and the judge’s decision when 
the case was again heard before 
the Scottish Court of Appeal was 
sustained. 

It is to note 
that the style of advertising 
adopted to exploit “Ker-Nak” is 
similar to the methods adopted 
for “Bile Beans,” ‘Zam-Buk,” 
and “Peps,” and it is hard to 
escape the impression that they 
are all painted by the same artist. 
In each instance, a lavish ex- 
penditure of money has _ been 
made and here good judgment 
has been displayed. .The best 
way to capture the English mar- 
ket is to take it by storm, though 
anyone familiar with English ad- 
vertising for the last twenty 
years can recall instances in 
which lavish expenditure and 
even brilliant advertising has 
failed to produce any startling 
permanent success. 

Before leaving the subject of 


interesting 


PRINTERS’ INK. 


C. E. Fulford, Ltd., another little 
fact may be mentioned. At the 
time of the death of the founder 
of the company, after whom it 
is called, it was discovered that 
he had left to Dr. Barnardo's 
Homes 20 per cent of the capital 
of any company that might be 
formed to acquire, Bile Beans, 
and other patent medicines, on 
condition that such shares were 
retained as a permanent  invest- 
ment of that institution. A com- 
pany was formed with a capital 
of £100,000, but Dr. Barnardo's 
Homes declined to hold shares, 
as it was felt to be inadvisable 
to hold, as an endowment, shares 
connected with any: patent medi- 
cine. A compromise was there- 
fore made with Mr. Fulford’s 
family, which requires the sanc- 
tion of our Chancery Division, by 
which a lump money payment 
has been made in. lieu of the 
shares, F.: W. SEars. 
ir ————_ 


AMATEUR PUBLISHERS. 

To publish a paper is a praise- 
worthy and laudable ambition, 
not, it must be admitted, always 
calling for superior intelligence or 
original talent, but generally pre- 
supposing that the publisher shall 
know something about the busi- 
ness he is embarking in. And 
yet how few “new” publishers 
really do know their business. 

They have seen others start a 
publication and make a success 
of it, because they knew before 
starting just what they intended 
doing and were equipped to ac- 
complish certain purposes. They 
counted the cost of ‘production, 
the probable sales, the amount of 
advertising to be expected, the 
general expense and possible pro- 
fit. Seeing a margin on the right 
side they made the venture and 
succeeded. Noting what the wise 
and knowing ones had done the 
foolish and ignorant follow suit. 
They have the ambition to “own 
a paper” but no knowledge what- 
ever of how it should be run. 
They have little or no capital. but 
trust to luck to make the paper 
provide it. They have not funds 
enough to hire competent help 
so they try to do the work them- 
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selves and, very naturally, soon 
come to grief. 

This article has nothing to do 
with the literary or news end of 
such ventures. It is intended to 
show the mistakes made by such 
people in the advertising depart- 
ment. They knew nothing about 
advertising values before starting 
the publication, so they are guid- 
cd as to what they ought to get 
ior their space by what other 
people are getting for theirs. 

Here is a man with a fad, for 
instance, who starts a real estate 
paper that prints less than 1,000 
copies. He “fixes” his advertis- 
ing rate at $3 per inch per issue, 
because he knows that another 
paper, printing 8,000 copies, 
charges $3 per inch per issue. 
With probably one-ninth of the 
value he puts his paper on an 
even basis with’ the other, and 
cannot understand why the ad- 
vertising patronage does not 
come in equally fast. 

“Jones gets it and my paper is 
as good as his,” he will tell you, 
on remonstrance, overlooking, or 
utterly ignoring, the fact that 
Jones circulates nine times as 
many papers, and that his publi- 
cation is regarded as a_ special 
organ of great influence. All this 
amateur can see is that his paper 
is the same size as Jones’s, and 
as well printed. Those two facts 
make the paper quite as good to 
the advertiser, in his narrow 
eyes, 

Of course he will take less 
than $3 per inch—if he has to. 
Jones, he argues, sometimes takes 
less and why shouldn't he? But 
if told that Jones is really en- 
titled to nine times as much for 
his space he cannot see that at 
all. Tell him that some of the 
widest circulated mediums figure 
out at a fraction of a cent pér 
line per thousand, and he looks 
at you incredulously. 

The fact is he knows no more 
about advertising, and what it is 
worth, than an unborn infant. He 
has the vaguest idea of rates, 
circulations, qualities, etc., and 
yet his manner is characterized 
by all the arrogance which ig- 
norance can assume. You can- 
not tell him anything. He is 
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impervious to advice and sugges- 
tion. What others have done he 
can do and he is goimg to do. 
‘the mere handicap of a small 
list ci subscribers and no _in- 
fluence at all has nothing to do 
with the case, Jones is making 
money with his paper—the ad- 
vertisers are paying him. He is 
as good as Jones, so the adver- 
tisers have got to pay him. 

And so on—ad infinitum, 

Our amateur must gratify his 
ambition. He must show up as 
well as Jones. He must make as 
much money—because he needs 
the money, not because he merits 
it. Such men have mistaken 
their vocations in life. They are 
clearly out of place in the pub- 
lishing or advertising business. 

—_+o+—___. 

Wuen the first ring at the door bell 
is not answered, don’t conclude that 
the folks are not at home. This ap- 
plies to advertising. Ring again.— 
British Printer. 

(i 

liz who does what others do not, 
or he who does not what others do, 
attracts attention. Don’t follow the 
leader when writing advertisements.-— 
Star Solicitor. 


251 Advertisers 
used the 


SPARE 
MOMENTS 


Magazine 


in Nov., 1907, against 
134 in Nov., 1906. 











Put SPARE MOMENTS 
on your next list 


Leonard Darbyshire, Inc., 
Publisher, Rochester, N.Y. 
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MORE WINDOW TALK IN 
NEW YORK. 


THIS TIME IT IS SOME TAILOR TALK 
IN WHICH WE GET SOME 
WRINKLES ON WRINKLES. 


“Tailor talk” is not often elab- 
orated between the lines of liter- 
ary effort. Generally it is as 
straight as the crease on a new- 
fangled pair of trousers,—from 
the mouth, however, and not 
from the window. But here are 
reproduced some more examples 
of window talk. The class to 
which these examples belong is 
easily assignable and need not be 
denominated. And even what 
crudities may be critically found 
in them give them their claim to 
whatever distinction they may 
claim. 

The author of these sartorial 
suggestions is Chas. S. Abbott. 
who styles his place “The 





IS 


there any reason why 


A WOMAN 


cannot be 


HAPPY 


if her frock fits and looks well? 


WHEN 


we take the wrinkles out 


SHE SMILES 


her approval, because it is right. 


DO 


you know we take the 


WRINKLES 


and stains out of your attire and 


MAKE 


you look like a 


A MAN 


of importance ! 








You can be 
FREE 
from worry about 


A NEW 


gown for 


EASTER 


if we cleanse, repair, press 
’, 


or dye your last year’s 


FROCK 





Every 


WOMAN 


who tries to fit and alter 


HER 


own garment must 


OWN 


up that even the 


WORST » 


tailor is not an 


ENEMY 


Send it here 


WHEN 


the stains and 


WRINKLES 


begin to 


APPEAR . 





A well-groomed 


HORSE 


looks well and 


EATS 


well if 


HIS 


driver keeps his 


HARNESS 


clean and bright, 


AND 


it is our business to 


MASTER 


the wrinkles in the attire of 


MAN 


and keep him looking 
Lright to the day he 


DIES 





FOR 


many ages 


SIGNS 


of all designs have told 


OF THE 


prosperous business 


TIMES 


Now 


READ 


the big lines and then 


BETWEEN 


to learn the 


THE 


common sense in all the 


LINES 
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Wrinkle Shop,” or as he might 
say the place where creases are 
decreased, and the bowed made 
straight. 

The Wrinkle Shop is located 
just “a whisper” from Broadway, 
at No. 81 West 45th street, and 
seems to have secured an excel- 
lent patronage, 

These sartorialisms are printed 
on posters, either framed and 
hung on the wall, in the window, 
or on easels occupying the middle 
window space. ‘They are given 
here without comment, just to 
exhibit how one business seeker 
finds a way to attract attention 
to what he is doing bchind the 
window in which they appear. It 
will be noted that an old. device 
is used—which is explained in 
the last poster. 


—_——_—~+-—— 


ANTE-BELLUM STORE 
GEORGIA. 


Probably Richmond County has had 
the cheapest store that ever was oper- 
ated anywhere. It was run by Solomon 
Barney, many years before the Civil 
War. He lived about ten miles from 
Augusta, on the Louisville road, 
where he had a shop in which he made 
metal buckets and _ measures. The 
Louisville plank road had just been 
built, passing through his farm, at a 
place nearly a quarter of a mile dis- 
tant from his house and shop. As 
nearly all the travel was diverted to 
the new road, and having many cus- 
tomers in Burke and Jefferson coun- 
ties, to facilitate trade, he built a 
small store house on the plank road, 
which, by an intervening piece of 
woodland, was out of sight of his 
house, and stood all alone, with no 
other house in sight. In this he 
placed a stock of well buckets and 
measures, with the price marked on 
each, and a cash box with a slot in 
the top. A notice posted in the store 
requested customers to take what goods 
they chose and deposit the price mark- 
ed thereon in the cash box. Every 
morning he would open the store and 
every evening he would lock it up 
and also empty the cash box. So sat- 
isfactory did he find this business that 
he enlarged it, and put in a stock of 
goods ordinarily kept in a small coun- 
try store, all done up in convenient 
parcels with the price marked on each. 

For quite a while he operated his 
store in this manner. He paid no rent, 
he paid no clerk hire, he had no ad- 
vertising expense. His store was op- 
erated as cheaply as it could possibly 
be done, and yet he was compelled to 
abandon the business finally because 
it did not pay. And the man who 
advertises most liberally, who, with 
almost seeming recklessness, takes on 
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REACHES OVER 
150,000 HOMES 
every month—carefully 
read, because it contains 
matter of vital interest 
to every home woman. 


Dressmaking- 
at-Home 


contains only clean adver- 
tising. It is a payer to the 


advertiser. 
Forms close | Oth of pre- 


ceding month, 


Dressmaking - at - Home 
Publishing Co. 
Masonic Temple, CHICAGO 
Tel. Randolph 814 
Suite 918, 150 Nassau Street 
NEW YORK 

















expenses which this good old man 
sought to avoid, makes money where 
the old man, with all his economizing 
and avoiding of expenses failed.— 
Augusta, Ga., Herald. 


WHO WRITE THELETTERS THAT 
CONSUMES PAPER. 

The letters which are written an- 
nually in all parts of the world are as 
numerous as stones on the seashore, 
and one would have thought as un- 
countable. A contributor to a French 
contemporary, however, has managed 
to arrive at the average number of 
communications sent through the post 
in a year by each inhabitant in vari- 
ous countries of Europe, as well as 
America and New Zealand. 

According to this calculation, each 
person in the United Kingdom writes 
no fewer than 78 letters in the year, a 
fact t ought to please the postoffice 
authorities generally, as also paper 
makers, But it is not so easy to 
understand that the people of New 
Zealand write more letters than those 
of Germany. New Zealanders, we are 
told, write 66 letters each, every year, 
and the Germans 55. 

Again, Denmark is ahead of Austria, 
the number given’ for the former be- 
ing 41 and for the latter 38. France, 
too, with 26 for each inhabitant, comes 
after both Belgium (29) and Holland 
(31). The people of Sweden write 26 
letters, and those of Norway 20 during 
the year.—Paper Dealer, 
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@ A Roll of Honor ) 


© amount of money can buy a place in this list fora paper not having the 


nant qualification. 


Advertisements under this caption 
ing to the 1 


are accepted from publishers who, accord- 
issue of Rowell’s American Newspaper Directory. have submitted for 


that edition of tne Directory a detailea circulation statement. auiy signed and datea, 


also from publishers wno for some reason failed to obtain a figure r: 


ing m the 1%7 


Directory, but have since supplied a detailed circulation statement as described above, 
covering a period of twelve months prior to the date of "naking the statement, -ucn state- 


ment being available for use in the 19Cé issue of the American Newspaper Directory. 


Cir- 


culation figuresin the ROLL OF Honor of the last named cnaracter are marg&ed with an (> ), 


These are generally regarded the "ae who believe tnat an advertiser has aright 


to know what he pays his hara cash for. 


The full meaning of the Star Guarantee is set forth in Rowell’s American 
Newspaper Directory in the catalogue description of each publication possessing 


it. 


No publisher who has any doubt that the absolute accuracy of, his circulation 


statement would stand out bright and clear after the most searching investigation 
would ever for a moment consider the thought of securing and using the Guarantee Star. 


ALABAMA. 
Birmingham. Ledger, dy. Average for 1906, 
22,41. Best advertising medium in Alabama. 


pany beng © Journal, dy. Aver. 1906, 9,844, 
The afternoon home newspaper of its city. 


ARIZONA. 


Phoentx. Kepublican. Daily aver. 1906,6.478. 
Leonard & Lewis, N. Y. Reps., Tribune Bldg. 


ARKANSAS. 


Fort Smith, Times. Evening (except Sat. gone 
Sunday morning. Daily «veraye 1900, 4,28 


CALIFORNIA. 


Oakland, Herald. Average 1906, 
19,667; Sept., 1907, 28,401. Only Cali- 
fornia dale ai circulation anvenitees by 
Rowell’s Dir ectory. 


COLORADO. 


Denver Post. Circulation—Daily 59,674. 


Sunday 84,411. 
The = ten Tell RESULTS 


§27— The absolute correctness of the latest 
circulation rating accoraed 
the Denver Post is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay. one hundred dollars to 
the first person wno success- 
fully controverts its accuracy. 


CONNECTICUT. 


Bridgeport, Evening Post. Sworn dy. Aug., 
619. 


oan 


Bridgeport, roing Telegram. rs § 


Average for Sept. 1907, sworn 11,86 
You can cover Bridgeport by using 
Telegram only. Late, l)gc. Ler line, flat. 


Meriden, Journal, evening. Actual arerage 


for 1906,7.550. First four months 1907, 7.754. 


Meriden. Mormng Record and A ames 
Daily average Jor 15, T.BTM; 1906, 7.672. 


New Haven, Evening Register, cy Pas 
sworn aver. for 196, 14.681; Sunday, 11,662 


New Haven, Palladium. dy. Aver. 1905, 8, 6863 
1906,9,a49. £. Katz, ¢ Special Agent, N. ¥. 


New Haven Union. Average 1906, 16,481, 
First 6 mos., 07, 16,582. E. Katz, Sp. Agt., N.Y. 


w London, 


Day. ev’g. Aver. 6,104; 
oun for Sept., 6,773. 


Rates Obtained direct, 





Norwalk, "veniny Hour. Daity average 
anteed to exceed 8,800. Sworn circulation 
statement furnished. Covers not only uhe Nor- 
walks but fifteen small towns adjoining, cover- 
ing a territory of over 40,000 people. as the 
largest circulation of any newspaper in South- 
western Connecticut. 

Norwich. Bulletin, morning. Average for 
1905, 5,920; 196, 6.559: SHY: June, 1907, 7,209, 

Waterbury. Republican, dy.» Aver. for 1905, 
>.645; 1906, &.95 La Coste & Maxwell. 


DISTRICT OF COLUMBIA. 
Washington. Evening Star, daily and Sun- 
day. Daily averaye for 1w6. 85.577 (©©). 


FLORIDA 
Jacksonville, Metrovoris. dy. Av. 1906, 9,482, 
ist 6 mos. 1907, 10,692. E. Katz, ty Agt., N.Y. 


GEORGIA. — 
Atlanta, Journal, dy. Av. /906,50,857. Sun- 
day 57,988. Semi-weekly 74,916. The Jour- 
nal covers Uixie like the dew. 


IDAHO. 
Bolse, Evening Capital News, d’y. Aver. 1906, 
4,808; average, July, 1907, 6,188, 
ILLINOIS. 


Aurora. Daily Beacon. Daily average for 
1905, 4,850; 196, 6,454. 


Cairo, Citizen. Daily average ist. 6 months, 
1907, 1,585. 


uor- 


Chicago, The Amcrican Journal of Clinical 
Medicine, mo, ($1.50), the open aoor to the Ameri- 
can Doctor, and through him to the American 
Public. Guar. 40,000 cir ; investi’d by A. A. A. 


Chieago, Bakers Helper, monthly ($1.00). 
Bakers’ Heiper Co. Average Jor 196,4,017 \OG,. 


+3 $2. Aver 
‘or 39 weeks 


Chicago, Breeder’s Gazette. week] 
vireulation for year 1906, — 
ended Sept. 25, 1207, 78,9 


Chieago, Dental ney monthly. 
average for 1905, 38,708; for 196, 4,001. 


Average 


Gag 9.846 Sunday, 
173,000 Daily. 
Guarantees larger circulation in 
city of Chicavo than any two 
other morning papecs combined. 
Has certificaie from Assvciation 
of American Advertisers. 
Circulation for | Sunday, 717.681. 
February. 1907 :§ Daily 192,271. 
Abso:ute correctness of latest circulation rat- 
ing accorded the Chicago Examuner is guaran- 
—_ by _ publishers of Kowell’s Newspaper 
Directo 


Chicago, Farm Loans and City Bonds, Lead- 
ing investment paper of the United States, 


Actual 


(Chicago, Examiner. 
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The 


Des Moines Capital's 


Greatest October 








More Advertising in 27 issues than 
any competitor in 31 issues. 


The CAPITAL’S own record of a year ago 
beaten by almost a thousand inches. 


As usual, the Carirat published more 
advertising in October in six issues a week 
than any other Des Moines newspaper in 
31 issues. The figures are based upon an 
actual measurement of the three dailies, 
which are as follows: 


CAPITAL = 26,142 In., 27 Issues 
Reg. & Leader 25,529 In., 31 Issues 
News = = = 22,772 In., 31 Issues 


The average for the Carirat is almost a 
thousand inches a day or six pages a day. 
The Capitat is the greatest advertising 
medium in Iowa, and regularly delivers 
the goods because it has the circulation. 
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Chieago, Journal Amer. Med. Ass’n. weekly. 
Average six mos., Jan.to July, 1907, 51.210. 


Chie: £0, Record-Heraia, Average 1906, daily 
141,748; Sunday 211,611. Average July, 1907, 
exe ceding daily 152,420; Sunday 220,18 
The absolute correctness of the tateot 

circulationrating accorded 

the Chicago Record-Herald 

is guaranteed by the pub- 

lishers of Rowell’s American 

Newspaper Directory, who 

will pay one hundred dollars 
to the first person who successfully con- 
troverts its accuracy. 

Chicago, The Tribune has the largest two-cent 
circulation in the world. and the largest circula- 
tion of any morning newspaper in Chicago. The 
Hee ~ F, is the onty Chicago newspaper receiv- 
ing OO 

Joliet, Herald evening and Sunday morning. 
Average for year ending April 30, 1907, 7,871. 


Peorla. Evening Star. Cirenlation guaranteed 
more than 21,000, 


INDIANA. 


Evaneville. Journal-News. Ar. for 1906, 16,- 
899. Sundays over 18.000. E. Katz, 8. A.,N.Y. 


Indianapolis, Up-te to-Date Farming. 1906 av.. 
174,534. Now 200.000 4 timesa mv.,75c. a line. 


Notre Dame. The Ave Maria. oe weekly. 
actual net average for 196, 24.6 


sews, daily and weekly. 


Prineeton, Clarion 
weekly, 2,548, 


Daily average 196, 1,501; 


Riehmond, The Evening Item, daily. Sworn 
average net paid circulation for nine months 


Sioux City, Tribune, Evening. Net sworn ily, 
aver. (returns deducted) 4st 6 mos. 1907, 81,122, 
For September 1907, 981, 

You can cover Sioux ¢ tity thoroughly Ry. using 
The Tribune only. Itis subscribed for by prac. 
pa every family that a newspaper can in‘er. 

est. Only Guarantee Star paper in Iowa. 


KANSAS. 


Hutchinson. News. Daily 1906, 4.260. Mar., 


196,4.650, EH. Katz, Special Agent, N. ¥Y. 


Lawrence. World. evening and week! 
Copies printed, 1906 dailyg8, 773; weekly, 8,0 OBL. 


KENTUCKY. 


Lexington, Leader, Ar. '06, evg. 5157. Sun. 
6,798; ‘st 5 mos., 07, 5,418, Sy, 6 867, E. Katz, 


Owensboro, Messenge~: 
ending June 30, '07, 8,568; aver. 


MAINE. 


\uguata. Comfort, mo. , W. H. Gannett, pub. 
Actual average Jor 196, 1.271.952. 


Daily aver. six mos, 
Aug., 8,940, 


Augusta, Maine Farmer, w’kiv. Guaranteed, 
14,0090. hates low; recognized farmers’ medium. 


» apawer. mes Arerage for 1906, daily 
9.695; weekly 28.57 
Madison, Bulletin, wy. Circ., 1906,1,581. Now 
over 1,600, Only paper in Western Somerset (° 0. 


Pht ye MaineWonod: and Woodsman wpekls 
. W. Brackett Co. average fur 1906, 8.07 


Portland. Evening Express. Arerage for 1906, 
datly 12 306. Sunday Telegram, 8,041, 





ending Sept. 30, 197, 6,141. A circulation of 
over 5,000 gua: uaranteed in all 1907 contracts. The 
Item goes into 80 per cent of the Richmond 
nomes. No street sales. Uses no premiums, 
ba The absolute corr fthelatest 
circulation rating accorded 
the Richmond Item is guare 
anteed by the publishers of 
Rowell’s American Newse 
paper Directory, who will 
pay one hundred dollars to 
the first person who successfully contro- 
verts its accuracy. 





Seuth Bend. Tribune. Sworn daily arerage. 
June 1907, 9,550. Absolutely best in South Bend. 
INDIAN TERRITORY 


Ardmore. Ardmoreite, daily. Arerage for 
w6. 2,445, 


Muskogee, Times Democrat. 1/905, arerage 
2.881; average 1906, 5,514. E. Katz, Agt., N. a 
IOWA 


Burlington, Hawk-Eye, daily. 
8,764. “All paid in advance.” 


Aver, 1906, 


Davenport, Times. Daily aver. Oct., 18,257. 
Circulation in City or tota guaranteed greater 
than any other paper or no pay for space. 


Des Moines. Capital. daily. Lafayette Young, 
publisher. Sworn average circulation for 1906, 
i. 751. Circulation. City and State. largest 
wn Iowa. More adrertising of all kinds in 1906 
in 342issues than any competitur in 365 issues. 
Rate 70 cents per inch. flat. 


Dea Moines, Register and Leader—daily and 
Sunday—carries more “Want” and local display 
advertising than any other Des Moines or lowa 
paper. Aver, circulation ‘st 6 mos. ’07, 80,198. 

Dea Moines. Iowa State Kegister and Farmer, 
w’y. Aver. number copies copies printed. 196 $2,128. 

Stoux City, Journal. ral, Daily average for ist 
6 months, 1907, sworn, Morping, Sun- 
day and Evening Edit t 





Portland, Maine 
An all-the-year city! 


Owing to Portland’s beautiful island- 
dotted harbor, its population of 
Summer visitors is constantly in- 
creasing each year. 

This transforms what are elsewhere 
termed tbe “dull Summer months” 
into the liveliest selling months of 
the year! 

» Advertisers’ space in the 


EveningExpress 
Pulls all-the-year ! 


t@The Net-Paid circulation of the 
EXPRESS is equal to that of ALL 
(three) other PORTLAND dailies 
combined. 


t2 Circulation examined by the 
ASSOCIATION OF AMERICAN 
ADVERTISERS. 

Only Portland daily so examined. 


JULIUS MATHEWS, Representative. 














MARYLAND. 


Baltimore, American. dy. av. ist 6 mos. ’0?, 
77,052; Sun., 90,827. No return privilege. 





Balt! 
lishing 


trovert 


Boat 


Englar 


¥ 


Hol; 
ending 


ar, nel 


Wo 
avera 
copies 
est eve 
missic 


Wa 
Paid « 


Ba; 
to Jul 


orn ily, 


1,122, 


y using 
¥ pracy 
a Inter. 


_ Mar., 


¢ 
yeekly, 
3, O34, 


ro Sun, 


Kate, 


x mos, 


940, 


t, pub, 
ntved, 
dium, 
, daily 
. Now 
set Co, 


eekly, 
. 


r 1906, 


e 





PRINTERS’ INK. 19 


Baltimore, News. daily. Evening News Pub- 
lishing Company. Av e 1906, —- For 
October, 1907, 74,82: 

The absolute ie of the 
latest circulation rating accorded 
the NEws is guaranteed by the 
“a of Rowell’s American 

Directory, who will 
pay one PM hundred dollars to the 
jirst person who successfully con- 

troverts its accuracy. 


MASSACHUSETTS. 


Boston. Evening Transcript (Q@). Boston’s 
tea taole puper’. Largest amount of week day adv. 


te te tk tek te 


Boston tobe. Average 1906, daily, 182,986. 
Sunday 295.2832. Largest circulation daily ot 
any two cent paper in the United States. Largest 
circulation of any Sunday newspaper in New 
England. Advertisements go in morning and 
afternoon editions for one price. 


RR IK KK 


Holyoke. Transcript, daily. <Act.ar. prom 
ending May, 1906, 3,389; 3 mus, '07, 7.84 


Lynn. Evening Item. Daily sworn av, year 
196, 15,068: Jan,, 1907,av. 16,017. The Lynn 
family paper. Circulation absolutely unap- 
proached in quantity or quality by any Lynn 
paper. 


Woburn. News, evening ‘and weekly. Daily 
ar, net patd cr. March, trch, 4,52. Wkly, 1.481. 
Worcester, Evening Gaze Gazette. Actual sworn 
‘a months of 1907, _—— 
copies daily—nearly 40% increase over 1906, 
est eve. cire’n. Worcester’s **Home” paper. ee 
mission given A. A. A. to examine circulation. 


Woreeater. bps ae duce daily (© ©). 
Paid average for 1906. 4.2 


MICHIGAN. 


sy City, Times, evening Av. for 6 mos. 
to ue y 4, 1907, 11,002 copies, daily, guaranteed. 


Juckaon, Citizen-Press. Only 
evening paper. Gives yearly aver- 
ages, not weekly. It’s Jackson’s 
greatest daily. It carries more 
advertising and has the largest 
net paid circulation. No secrets. 
Sept. . daily average, 7,988. 


Jackson, Curios, Average July, 1907, 

8,250; Sunday, 9,045. Greatest net cir. 
ps os Ig Veri ed by A A.A. bt tert ae 
ments monthly, Exar 





Saginaw, Courier- ier-Herald. ane, Sunday. 
Average 1906, 14,89%; September, 1907, 14,648. 


Saginaw, Evening News, daily Average for 
1906, 9 ,964; October, 1907, 20,684, 


MINNESOTA. 


Minneapolia. Farmers’ Tritane, twice a-week, 
W.J. Murphy, pub. Aver. Jor 1906, 37,836. 


Minneapolia, Journal. Daily 
and Sunday {09 In 1906 aver- 
age daily circulation, 74,054. 
Daily average circulation for 
Oct., 1907, 77,784, Average Lun- 
day’ circulation Sor ' Oct., 1907, 
22, . The absolute accuracy 
of the Journal’s circulation rat- 
ings is guaranteed by the Ameri- 
can Newspaper Directory. It is 
faacogge grnd wa reach the great 
Fay — CR hasers throughout 

or’ hivest “and goes into more 
foo} _ than any paper in its field. 
It brings results. 





Minneapolis, Svenska snete Posten. 
Swan J. ‘iurnblad, pub. 1906, 52,010. 

Minneapolis. ka:m, Sieve and Home, semi- 

Monthly. Actual averay 1905. as : aver- 
aye for 1906, 100,266; mos., 1907 104,1 

fe absclute accuracy of Far rm, 

Stocie & Home's circulation rating 

is guaranteed by the American 

Newsvaper Directory. Virculation ts 

practically conjine to the farmers 

of Minnesota, the Dakotas, Western 

Wisconsin and Northern Iowa. Use 

it to reach section must prontably. 


CIROULAT’N Minneapolis Tribune. W. 
J. Murphy, pub. Est. 1867. Old- 
est Minneapolis daily. The Sun- 
day Tribune average per issue 
for the year ending December, 
1906, was $1,272. The daily 

hy hen Mewes Tribune average per issue for 

paper Diree- the year ending December, 1906, 

tory. was 103,164. 
St. Paul. PioneerPress. Net average nde 

pot Sor January—baily 35.302. Sunday 3: 

ee 

. The absolute accuracy of the 

Pioneer Preas circulation state- 

ments is guaranteed by the Ameri- 

can Newspaper Directory. Ninety 
per cent of the money due for sub- 
subscriber is collected. showing that 


Winona, Republican-Herald. Av. June, 4,616 
Best outside Twin Cities and Duluth. 
‘MISSOURI. 
Joplin, Globe, daily Average 1906, 15,964 
Aug. 1907, 12, 28%. E. Katz, Special Agent, N. 


St. Joneph, News and Press. Circulation 
4906, ‘sé. 079. Smith & Thompson, Eust, Reps. 


St. Louia. National Druggist, mo. Henry R. 
Strong, Editor ana Publisher. Aver. 14/ mos. 1907, 
10,685 (© ©). Eastern office, 59 Maiden Lane: 


&t. Louisa. National Farmer and Stock Grower, 
monthiy. Arerage sor 1906, 104,200, 


MONTANA. 


Missoula, Missoulian. Every morning. Av- 
erage 12 months ending Dec. 8/, 1906, 5,107. 


NEBRASKA. 
Lincoln. peat. pernen Farmer, weekly. 
Average 1906, 141,38 


Lincoln. Freie —— weekly. Actuul average 
Sor 1906, 142.98 


NEW HAMPSHIRE, 


yg en Union. Av. 1906,16 758, daily. 
‘, H. Farmer and Weekly Union; 5,550. 


Nashua. Telegraph. The only daily in city 
anes 8 mos. ending Aug. 31, 1907, 4,422, 


NEW JERSEY 
Asbury Park. Press. 1906, 4.812. Gained 
average of one subscriber a day for ten years. 
_—_—~? 


Camden. Daily Courier. Actual average for 
year ending December 31, 1906, 9 


Elizabeth, Journal. Av. 1994, 5,522; 1905, 
6,515; 1906, 27,847; first 6 mos. 1907, 8,221. 


Jersey City. Evening Journal. Arerage for 
1906, 28.005. First six months 1907, 24,089. 

Newark. Eve. News. Net dy. av. for 1906, 
68,022 copies ; net dy. av. for Apr., 1907, 68,940, 


Trenton, Evening Times. Ar. 1906, 18.287; 3 
mos, dy. av, Apr. 30, 07, 20.621; Apr., 20,682, 
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NEW YORK. 
Albany. Evening Journal. Daily average for 
906.16,251. Jt’s the leading paper. 


Batavia, Daily News. Average first 6 mos. 
1907, 2, 494. FR Northrup, Special Rep., N. Y. 


Breoklyn, N. ¥Y. Printers’ Ink says 
THE STANDARD UNION now has the 
largest circulation in Brooklyn, Daily 
average 6 mos. 1907, 58,449. 


Buffalo. Courier, morn. Av./906, Sunday .81- 


168; daily, 58. 638i; Enquirer, even., 32.685 


Daily average 1905, 


Ruffalo, Evening News. 
94.6903 for 196, 94,745. 


Leader, evening. ew 1904, 
bMS, 4906, 6,585; Feb. av., 6,820. 


Corning, 
6.258; 19,6 


Mount Vernon, Argus. oven. detust daily 
average for 12 mos. ending Sept. 30, 07, 4,424. 


Newburgh. News, daily. Ar. '06,5.477; 4,000 
more than all other Newburgh papers combined. 


New York City. 
y & Navy Journal. Est.1863. Actual weekly 
at. nf 06.9.7 06 (OO). 4 mos. tv Apr.’07, 9,949. 


Automobile, ween Average for year ending 
Dec. 28, 1906, 15,212 


Baker’s Review, monthly. W.R. Gregory Co., 
publishers. Actual average for 1906, 5.488. 


Benziger’s Magazine, the only popular Catholic 
— a published in the United States. 
Guaranteed circ’n, 75,000; 50c. per agate line. 


Chpper, weekly (Theatrical). Frank 
Pub. Co., Ltd. Aver. for 196, 26.611(00 


El Comercio, mo. Spanish export. J. Shepherd 
Clark Co. Average for 1906, 8,542—sworn. 


Music Trade Review, music trade and art week- 
ly. Average sor 196, 5.109. 


Printers’ Ink, a journal for 
advertisers, published every 
Wednesday. Established 1888. 
Actual weekly average for 
1906, 11.708, 


The People’s Home Journal. 554.916 mo. 
Good Literature, 452.500 monthly, average cir- 
culations for 1906—all to paid-in-adrance sub- 
scribers, F. M. Lupton, * 


The Tea and Coffee Trade ae. Avera = 
Co for year ending Oct. 1907, 8,805; 
. 1907, issue, 9,000. 


The World. Actual aver. for 1906, Morn,. 818,-« 
664. Evening. 359.057. Sunday, 442.228. 


Rochester, Case and Comment, mo., Law 
Av. for year 1906,22.601. Guaranteed 20,000. 


Sehenectady. Gazette, daily. A. N. Liecty. 
Actual average for 1905, 18.058; 1906, 15.809. 


Syracune. Evening oe d.daily. Herald (o. 
pub. Aver, 1906, daily 206. Sunday 40,064. 


Tro: 


Record. Average ————_ 
vera Octobe: 


Utiea. National “Flectrical Contractor, mo. 
Average for 1906, 2.625. 


Utiea. Press. daily. Otto A. Meyer, publisher. 


Average for year ending March 31, 1907; 14.927. 


NORTH CAROLINA. 


Raleigh, Times. North Carolina’s foremost 
afternoon paper. Actual daily average Jan. ist 
to Oct. sat, 1906, 6,551; weekly, &,200. 








The Merchants’ Journal 
and Commerce, 


Raleigh, North Carolina, 


the South’s leading Mercantile Publica. 
tion in size, circulation and advertising. 
Circulation, bona-fide* paid in advance, 
11,172; uaranteed circulation, £1,500. 
New Yor Office, goo Tribune Bldg., E, 
H. Mayfield Mgr. Raleigh, Norman H, 
Ioimson, Mgr.; ; Atlanta, ‘Armstead & 

cMichael Mer. Richmond, Rufus S. 
Freeman, Mer. Lynchburg, John A. 
henge , Mgrs N ” Nashville D. Wil- 
liams, Mgr.; St. Louis, G. WwW. Buchanan, 
Granite Building. een manager, 
Luther M. Tesh, Raleigh, N. C., Norman 
H. Johnson, Editor-ih “chief, fourteen 
associate editors. Some Space for sale for 
January and subsequent numbers. Recog- 
nized as one of the best General Mercan- 
tile Publications in America, Reaches 
nearly all Southern merchants. 











NORTH DAKOTA. 


Grand Forke, Normanden. Av. yr. 05, 7,201, 
Aver, for year 1906, 8,180. 


OHIO. 


Akron, Times, daily. Actual te Sor 
year 1906, 8,977 September, 1907, 8. 

Ashtabula, Amerikan Sanomat. Finnish, 
Actual average for 1906, 10.690, 


Cleveland, Piain Dealer. Est. 1841. Actual 
daily average 1906, 72,216; 557.868, 88,869; 
Sept., 1907, 77,086 daily; Sun., 87,8 


Coshocton, Age, daily. Net average 1906, 
2.757. Verified by Asso. Amer. Advertisers 


Coshoeton, Times. dy. Net ’06, 2.128, 6 mo. 
07, 2,416. No cash books fixed to fit padded cir. 

Dayton, The I. L. U. Home Journal, mo. 
(Formerly Laborers’ Journal) National cir. Av. 
Sor year codine April 30, ’07, 14.811 co «x 
oaetn Lian y 36, 500 members of THEI 

GRAND ODGE: Y ine fraternal. beneficiarv aa 
of wage- -workers. 5c. agate line, flat rate. 

Dayton, Journal. First six months 1907, act- 
ual average. 24,196. 


London, Democrat. semi-weekly. Actual aver- 
at 1906, 8,668; now guarantees 4,000, 


field. Farm and Fireside. over 4 cen- 
“a iis Nat. agricult’] paper. Cir.485,000, 


Warren, Daily Chronicle. Actual averuge 
Sor year ending December 31. 3/4, 1906, 2,684, 
Youngatown. Vindicator. tg - aV.'06, 18.740; 
Sy. 10,001: LaCoste & Muxwell, N.Y. & Chicago. 
OKLAHOMA. 
Stinbeme City, The Oklahoman. 1906 aver., 
18,918; Oct. 1907 21,040. E. Katz, Agent N.Y. 


OREGON. 


Mt. Angel. St. Joseph’s-Blatt. 
3, 1907, 19.188. 


Portland, Journal ey fase 


25,578; for Sept., The 
absvlute correctness, ont the iaone circula- 


Weekly. May 


tion statement guaranteed by Rowell’s 
American Newspaper Directory. 


Portland, Pacific Northwest, mo.; av. /st 6 mo. 
1907,16,000, Leading farm paper in State. 
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PENNSYLVANIA. 


Chester, Times, ev’g d’y. Average 1996.7.688, 
N. Y. office, 220 B’way. F. R. Northrup, Mgr. 

Erie, Times, daily. Aver. P ag 1906, 17,110; 
Oct., 1907, 18,545. E. Katz, Sp. Ag., N. Y. 


Harrisburg, Telegraph Sworn av. Sept., 14,- 
570, Largest paid circulat nin H’b’g or no pay 
Philadelphia, Confectioners’ Journal. mo 
Av, 1905, 3.470; 1906, 5.514 (OO). 





Farm Journat, Philadelphia, 
has been awarded the (OO by Print- 
ers’ Ink, indicating that advertisers 
value this paper more for the class 
and quality of its circulation than for 
the mere number of copies printed. 
And in addition to this, Farm Jour- 
NAL has the largest circulation of 
any agricultural paper in the world. 
The average for 1906 was 551,633 
copies each issue. 


The Philadelphia 
BULLETIN’S 
Circulation. 


The following statement shows the actual 
circulation of THE BULLETIN for each day in 
the month of October, 1907- 














Total for 27 days, 6,213,081 copies. 
NET AVERAGE FOR OCTOBER ; 


230,114 copies a day 


“The Bulletin’s” circulation figures are net; 
all damaged. unsold, free and returned copies 
have been omitted. 

WILLIAM L. McLEAN, Publisher. 


Philadelphia. The Press is 
Philadelphia’s Great Home News- 
— esides the Guarantee 

tar,it has the Gold Marks and is 
on the Roll of Honor—the three 
most desirable distinctions for 
any newspaper. Sworn average 
circulation uf the daily Press for 
1906, 100,548; the Sunday |!’ress, 137,863. 


Pittsburg, Pa., The Team Owners’ Review. 
Higu-zrade monthly trade paper, first-class ad- 
vertising medium. Circulates among Team 
Owners, Hauling Contractors, Transfer, Express, 
Carting and Draying Companies. the largest 
consumers of Horse Goods, Saddlery, Stable 
Supplies, Wagons, ‘Irucks, etc. 


Scranton, Truth. Sworn circulation for 1906, 
14,126 copies daily. with a steady increase. 


York, Dispatch and Daily. Average for 1906, 
12.769. 
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West Cheater. Local News, 
daily. W. H. Hodgson. Averayefor 
1905, 16.293. In tts 35th year. 

n dent. Has Chester County 
and. vicinity for tts field. Devoted 
to news, hense 18 a@ home 
paper. Chester County is second 
in the State in agricultural wealth. 


RHODE ISLAND. 


Pawtucket, Evening Times. Aver, ctrculati: 
Sor 1906, 17.118 (sworn). al 


Providence. Daily Journal. 18,051 ¢ 
Sunday, 21,840. (@@). Evening Bulletin Pre 
620 average 1906. Providence Journai Co.. pubs. 


Providence. Tribune, Morning 10.34. 
Evening 81.118: Sunday. 16,820. Most 
progressive paper in the field. Evening 
edition guaranteed by Kowell’s Am. N.D. 
Westerly.Sun. Geo. H. Utter, pub. aver. 1996 
4.62%. Largest circulation in Senthetn gi 


SOUTH CAROLINA. 


Charleston. Evening Post. Actual d 
age for 1906,4.474. December, 1905, 4.5960 


Columbia, State. Actual aver- 
age for 1906, dail z 
copies; semi-weekl 
day (O@). 1906,1 
average for first six months, 1907 
detiyo®) 12,940, Sunday (@O) 


UA 
Cane 

TEED 
769. 


Spartanburg, Herald Actual average cir- 
culation for first nine months 1907, 2,621. 


TENNESSEE. 


Chattunooga, News. Arer. 3 


mos. ending Dec. 31, 1906, 14.707, 
Only Chattanooga paper permit 
ting examination circulation by 
Assoc. Am. Advertisers. Carries 
more advg. in 6 days than morn- 
ing paper7 days. Greatest Want 
Ad medium. Guarantees largest 
circulationornopay. 
Knoxville, Journal and Tribune. 
Daily average year ending December 
31, 1906, 18,692. Week-day average now 
in excess of 15,000. The leader. 
Memphis, Commercial Appeal. daily. Sunday, 
weekit, Binet six months 1907 av. : Dy AL. 783: 
Sunday, 61,485; weekly, 81,212. Snunth & 
Thompson, Kepresentatives. N LY. an Chicago. 
Nashville, Banner. daily Aver. for vear 1906, 
81,455: Jan. 1907, 88.3838; Feb. 1907, 87,271. 
° TEXAS. 

El Paso, Herald. Muy, ar., 7,618, More than 
voth other El Paso dailies. Verified by A. A. A. 
VERMONT. 

Barre. Times. daily. F.E. Langley. Aver. 1905, 
8.527. 1906,4.118.- 


Bennington. 


Banner, daily. T. E. Howe. 
Actual average for 1906, 1.980, 


Burlington, Free Press. Daily average for 
1906. 8.459. Largest city and State circula- 
tion, Exumined by Asso. of Amer. Advertisers. 


Montpelier. Argus, daily. Actual average 
Sor 196. 8,280 copies per issue, 

Rutland. Herald. Average 1904, 2,527. Ar- 
eraye 1903, 4,286. Average 1906, 4,6%7. 

&t. Albana. Messenger. daily. Actual average 
Sor 1905,3,051; for 1906, 8,388 copies per issue. 


VIRGINIA. 
Danville, The Bee. Av. 1906, 2,867. Oct. 
1907, 2,828. Largest cir’n. Only eve’g paper. 


Richmond. Modern Farming. mo. dArerage 
Sor jirst five months of 1907, 14.425. 


WASHINGTON. 

Seattle, Post Intelligencer (OO). 

Av., for Sept. 1907, net—Sunday 

44,461; Daily, 85,7823 week day 

Atay $4,046. Only sworn circulation 
AN in Seattle. Largest genuine and 
cash paid circulation in Washing- 

ton ; highest quality, best service 





greatest results always. 
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omg The Daiiy and Sunday 
Times | 1 newspapers on the 
Pacific Coast nortn of Los Augeles 
in amount of advertising — ted 
during first 6 mos. 1907. Nearest 
rival was beaten by over 134,401 
inches display and 180.000 lines of 
classified. That teils the story of 
results. Average for 1906, was ~~] Idler daily, 
56,794 Sunday. Average for Se er were 
ease 16 6.499 9, Evening 47,457, Sunday 
66,801. You ‘get the best Bn Ny and largest 
quantity of proven circulation perfectly blended 
when you buy space in the Times, the biggest 
new: —— success of the last decade on the 
Paci Joast. 
Tacoma, Ledger. Average 1906, daily, 16,0593 
Sunday, 21,798. 


Tacoma. News. 
urday, 17,610, 


WEST VIRGINIA. 


Parkersburg, Sentinel. fete. R. E, Hornor, 
pub. Average for 196, 2,640. 


Ronceverte. W.Va. News, a3. Wm. B. Blake 
& Son, pubs. Aver. 1906, 2,2 


WISCONSIN. 


Average 1906,16,109; Sat- 


The Thicker the Cover the Better. 

The newspaper covering of Southern Wiscon- 
sinin the territory of the Janesville GAZETTE 
meets every requirement of the advertiser. 1t 
is a favorable point that one medium such as the 
Janesville GAZETTK covers the field 60 a 
as to make ry Pp 
in that district. 

The Gaseran’ reaches 30 out of 39 people: sworn 
statement. A million and a half in cash is flow- 
ing over this section from tobacco and sugar 


-ets. 
M. C. WATSON. 1509 Home Life Bldg.. N. Y. 
A. W. ALLEN. 1502 Tribune Bldg., Tl 





Milwaukee, The Journal, eve. 
True to its record for the preced- 
ing months of 1907 The JOURNAL 
(six days) for the month of Octo- 
ber carried more advertising than 
did any other evening newspaper. 
and _ more than aid any seven- 
jay newspaper—and ai] of it clean 
eopy and at full yates. The JOURNAL’S city cir- 
culation, “In Every Other Home in the City,” is 
larger than isthe total circulation of any other 
Milwaukee daily. The JourNatL is supreme in 
its field for classified advertising. These facts 
the Milwaukee situation clear to away- 
from-home advertisers 
The JOURNAL’S local ‘advertising burevu is of 
the greatest value to foreign advertisers. 'm- 
ploy it at your pleasure. Sample copies, rates 
and detailed circulation statement for one year 
sent upon request. 
Average reulation for October. _ 
daily; gain over October, 1906, 7,218 dail 





Milwaukee, Evening Wisconsin, d’y. Av. 1906 
25.4350 (©©). Carries largest 8 ume of ad- 
vertising of any paper in Milwaukee 


Madisen, State Journal, dy. Average ‘90, 
&,602;Jan., Feb., Mar.,4907, 4, 34; Apr., 5.106, 


Oshkosh, Northwestern. daily. Average for 
1906, 3.0 v. . 


Racine, Wia., Estab. 1877 
Actual weekly averaye for year 
ended Feb. 28, 1907, 51,126. 
Larger circulation in Wiscon 
sin thanany OP Omics Adr- 
$3.50 an mech fice, Tem- 
ple Ct. W.C. Richarason, Mgr. 


WYOMING. 


Cheyenne. Tribune. Actual daily average net 
for 1906, 5,126; semi-weekly, 3,898. 


BRESEES COLUMBIA. 
Vancouve Province. geey: Average for 
1906, 10,161; "Sept. 1907, 14,720. H. leClerque, 
U.S. Kepr., Chicago and New York. 


MANITOBA, CAN. 


Winnipeg, Free Press, daily and weekly. Ar 
erage for 1906, daily, 84,559; daily Sept. 1907, 
86,585, wy. av. for mo. of Sept., 22,787. 


Canada’s Ger- 


Winnipeg, Der Nordwesten. 
Rates 56c. inch, 


man newsp’r Av. 196, 16,177. 


Winn ipeg. Telegram. Average 6 mos. 1907, 
22,961, eekly av. 19,586, Flat rate, 3)<c. 


ONTARIO, CAN. 


Toronto. Canadian Implement and Vehicle 
Trade, monthly. Average for 1906, 6,12 


Toronto, Canadian Motor, monthly, Average 
circulation for 196, 4,540, 


QUEBEC, CAN. 


Montreal, La Presse. Actual average, (16, 
daily 100,087, weekly 49,992. 


Montreal, The Daily Star and 
The Family "Herald and Weekly 
Star have nearly 200,000 subscri b- 
ers, representing 1.000,000 readers 
—one-fiftn Canada’s oy yey 
Ar, cir, of the Daily Star for 1%, 
60,954 copies daiin, the Weekly 
Star, 128,452 copies each issue. 
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©O) GOLD MARK PAPERS©@O) 








Out of a grand tota! of 22,898 publications listed in the 1907 issue of Rowell’s American Newspa- 
7 Directory, one hundred and twenty are distinguished from all the others 7 the so-called gold 


marks (© @) ). 





AMA. 
THE MOBILE REGISTER (©©). Established 
1821. Richest section in the prosperous South. 


ee aoe D.C. 
ery bod, Washington subscribes to 
Taek ‘i ENING A D'sUNDAY STA. Average, 
1906, 35,577 «@@). 


ILLINOIS. 

THE INLAND PRINTER, Chicago. 20 ©). Act- 
val average circulation for 1905, 1 

BAKERS’ HELPER (© ©), sem one “Gold 
Mark” journal for baxers. Oldest, beat known. 

TRIBUNE (© ©). Only paper in ——- re- 
ceiving this mark, because TRIBUNE ads bring 
satisfactory results. 


KENTUCKY. 
LOUISVILLE COURIER-JOURN4AL 
Best paper in city; read by best people. 


MAINE. 
LEWISTON EVENING JOURNAL, daily, averm 
August, 1907, 8.067; weekly, 17,705(© 5 7.44% 
increase daily over last year. 


MASSACHUSETTS. 
Boaton, Am. Woo! and Cotton Reporter. Rec- 
ognized organ of the cotton and woolen indus- 
tries of America (© ©). 


BOSTON EVENING TRANSCRIPT (@O). estab- 
lished 1830. The only gold m gold mark daily in Boston. 
TEXTILE WORLD RECORD (@©), Boston, is 
uoted at home and abr as the stanaard 
erican textile journal. 
WORCKSTER L’OPINION PUBI va a ag ©) is 
the leading French daily of New Engla: 


MINNESOTA. 

PIONEER PRESS (@O), St. pant, Minn. Most 
reliable paper in the Northwest. 

THE MINNEAPOLIS JOURNAL (@ ©). Largest 
home circulation and most productive circula- 
tion in Minneapolis. Carries more loval advertis- 
ing, more classified advertising and more total 
advertising than avy paper in the Northwest. 


NEW YORK. 

NEW YORK TIMES (©©). Largest gold-mark 
sales in New York. 

BUFFALO COMMERCIAL (@©). Desirable 
because it always produces si satisfuctory results. 

BROOKLYN EAGLE (@©) is THE advertising 
medium of Brooklyn. 

NEW YORK DRAMATIC MIRROR EO). The 
leading theatrica) paper of the world 

THE POST EXPRESS (OO). Sustienee, N.Y. 
Best advertusing medium in this section. 

ENGINEERING NEWS (@©).—The leading 
American authority.— Tribune Scranton, Pa. 

ARMY AND NAVY JOURNAL, (© ©). First iri 
its class in circulation, influence and prestige. 


SCIENTIFIC AMERICAN (© ©) has the largest 
circulation of any technical paper in the world. 
VOGUE (@0) carried more advertising in 1906 
than any other magazine, ¢ weekly or or 
DRY GOODS ECONOMIST (@0), the_reco; 
nized a = the Dry Goods and Depart 
ment Store trade 
ELECTRICAI. REVI EW ‘(© ©) covers the field. 
Read and studied by thousands. (Oldest, ablest 
electrical weekly. Reaches the buyers. 


(©). 


NEW YORK HERALD (©©). Whoever men- 
tions America’s leading newspapers mentions 
the New York HERALD first. 


CENTURY MAGAZINE (© ©). There area few 
people in every community who know more 
than all the others. ‘hese people read the 
CENTURY MAGAZINE. 


STREET RAILWAY JOURNAL (©©). The 
foremost ws on city and interurban rail- 
roading. verage circulation * ad weekly. 
McGRAW PUBLISHING COMPANY 


HARDWARE DEALEKs’ MAGAZINE, 

in 1906, average issue, 20,791 (OO.) 
Specimen copy mailed upon request. 

D. T. MALLETT, Pub.. 253 Kroadway, N. Y. 


THE ENGINEERING RECORD (©). Tho 
most progressive civil engineering journal in 
the world, Circulation averages over 14,000 per 
week. MCURAW PUBLISHING COMPANY. 


FOREST AND, STREAM (co) 


st circulation of any sport: oman 's week 
Goes 2 to wealthy recreationists, 


NEW YORK TRIBUNE ‘© Ria and Sun- 
day. Established 1841. A conservative, clean 
and up-to. date newspaper, whose readers repre- 
sent inteidect and purchasing power toa hign- 
grade advertiser 

ELECTRICAL WORLD (@@). Established 1874. 
The great international weekly. Cir. audited, 
verified and certified ey ae Dagny of feeb - 
ican Advertisers. r. during 
was 18,827. MoGRAW. P USLISHING COMPANY. 

PENNSYLVANIA. 

THE PRESS (©©) is Philadelphia’s Great 
Home Newspaper. It is on the Roll of Honor and 
has the Guarantee Star and the Gold Marks—the 
pend most desirable distinctions for any news- 

pap Sworn circulation of The Daily Press, 
for 1906, 100,548; The Sunday Press, 137,863. 


THE PITTSBURG 
@® DISPATCH ‘ee 


judi 








The tha advertisers 
always select first to cover the rich. pro- 
ductive. Pittsburg fleid. <‘(mly two-cent 
morning paper assuring a prestige most 
profitable to advertisers. rgest home 
delivered circwation in Greater Pittsburg. 











RHODE ISLAND. 

PROVIDENCE JOURNAL (© ©), a conservative 

enterprising newspaper without a single rival. 
SOUTH CAROLINA, 

THE STATE (©©), Columbia, 8. C. Highest 

quality, largest circulation in South Carolina. 
VIRGINIA. 

THE NORFOLK LANDMARK (@©) is the 

home paper of Norfolk, Va. That speaks volumes. 


WASHINGTON. 
THE POST INTELLIGENCER (© ©). Seattle’s 
most progressive paper. Oldest in State; clean, 
reliable, influential. All Pree circulation. 


WISCONBIN, 
THE MILWAUKEE EVENING Sees 
(@©), the only goid mark daily in Wisconsin 


CANADA. 


mos HALIFAX HERALD (© 
G MAIL. Circulation 15.558, 


pene the EVEN- 
rate. 
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Printers’ Inx. 


A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


OrFIce: No. 10 SPRUCE ST., 
NEw YORK City. 
Telephone 4779 Ecekman. 


President, ROBERT W. PALMER, 
10 Spruce St., New York City. 
Treasurer, GEORGE P. KOWELL, 
10 Spruce 8t., New York City. 
London Agent, F. W. Sears, 50-52 Ludgate Hill,E.C 


t= Issued every Wednesday. Subscription 
price, two dollars a year, one dollar for six 
months. On receipt of five dollars four paid 
subscriptions, sent in at one time, will be put 
down for one year each and a larger number 
at the same % ‘ive cents a copy. Three 
ngs mptons. Being nae srom, —~4 
ty tes, itis always possible to supply 
numbers, if wanted in lots of 500 or more, but in 
all such cases the charge will be five doliars a 
hundred, 


ADVERTISING RATES 

Advertisements 20 cents a line, pearl measure 
15 lines to the inch ($3); 200 lines to the page ($40) 

For specified position selected by the adver- 
tisers, if granted, double price is demanded. 

On time contracts the last — is repeated 
when new copy fails to come to hand one week 
in advance of day of publication, 

Contracts by the month, quarter or year. may 
be discontinued at the pleasure of the advertiser, 
and space used paid for pro rata. ‘ 

Two lines i adver t taken. Six 
words make a line. ; 

Everything appearing as reading matter is in- 
serted free. A 

All advertisements must be handed in one 
week in advance. 








New York, Nov. 13, 1907. 








To po more than you say is 
better than saying more than you 
do. 


Wuy the public should trade 
at your store is a good thing to 
emphasize. 

MAKING the customer come 
back is one of the factors of 
success in business, 


Ir is pith and point, more than 
space and quantity, that make a 
good advertisement. 


“MAKING Goop” is not a thing 
to brag too much about. It is 
a duty that no respectable dealer 
omits. 

One thing driven into the 
reader’s mind and understanding 
does more good than half a dozen 
things that are put forth feebly. 
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THe New York Times for 
Sunday, November 3, contained 

full page of European dis. 
patches received by Marconi 
Wireless Telegraph. It is difi. 
cult to even begin to realize 
the tremendous import of this 
transatlantic service. Inventions 
during the last generation have 
followed one another with 
such rapidity, and have been, 
many of them, of such a 
marvelous nature, that this 
latest achievement* has not re- 
ceived its share of attention from 
the public. It passeth the under- 
standing of ordinary mortals that 
the two great continents of 
Earth have been bound together 
by this mysterious* power which 
enables the inhabitants of one 
hemisphere to read accounts of 
the events that are transpiring in 
the other, which have been trans- 
mitted through the air, without 
tangible means of communication. 


Forester Pinchot 
Timber states that the 


Exhaustion. timber supply of 
the United States will be ex- 
hausted in twenty years, if the 
present rate of cutting continues, 
or in twenty-five years at the 
longest. The value of timber 
will continue to rise, however, as 
the supply decreases- and finally 
the time will come when owners 
of timber land will find it more 
profitable to husband the crop 
for future needs than to harvest 
it for immediate gain. On this 
account, the timber of the coun- 
try will not be exhausted in a 
score of years, or in a century. 
Not only will the present supply 
be cultivated intensively, but 
land which has been denuded of 
trees will be planted with a 
young crop, which will be care- 
fully nurtured into maturity. 

The preservation of the nat- 
ural resources’ of the country, in- 
cluding timber, coal, oil and gas 
is of vital interest to every in- 
habitant. The proflig of the 
past cannot continue indefinitely 
without endangering our welfare. 
An extension of the powers of 
the Forest Service is imperative 
if trouble is to be prevented. 
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Tue Christmas number of the 
New York Herald will be issued 
on Sunday, December 15. 


H. I. Bowne has been engaged 
as advertising manager of Bon- 
fort’s Wine and Spirit Circular. 


Tue Farm Magazine, Omaha, 
Nebraska, is the latest acquisition 
by the Clover Leaf newspapers. 


Tue publishers of the various 
farm journals on Wallace C. 
Richardson’s list will hold their 
annual meeting in Chicago, early 
in December, to talk over busi- 
ness for the coming year. 


Grorce J.:Cox, formerly with 

Collier's Weekly, is the new ad- 
vertising manager of the New 
York Electrical Trade School. 
The newspaper and magazine 
advertising of this institution 
will be placed by Sherman & 
Bryan. 


GripLEy ADAMS, who has been 
connected with the circulation 
department of the Cosmopolitan, 
Collier's and Woman's Home 
Companion, has purchased an in- 
terest in the New. Era Monthly, 
published at 550 Pearl street, 
New York. 


THe Winnipeg Telegram is 
sharing in the prosperity | of 
western Canada. Nearly 27,000 
copies are now printed daily, of 
which almost 14,000 circulate in 
the city. The city assessment 
department estimates that there 
are 20,000 homes in Winnipeg. 

Tue Chamber of Commerce of 
Elmira, N. Y., took advantage of 
the  ante-election interest in 
things political to issue a folder 
containing the “Elmira Compact,” 
by means of which Elmira elim- 
inated the fraudulent use of 
money to influence votes in city 
clections, and which has_ been 
widely adopted throughout the 
country. Facts concerning EI- 
mira’s advantages as a residen- 
tial and manufacturing city are 
given prominent position in the 
folder. 


Stantey L. Witcox has re- 
signed his position with Andrews 
& Coupe, and will place business 
himself in the future, 


Tue Thanksgiving number of 
the Farmers’ Tribune, Sioux 
City, Iowa, will be issued No- 
vember 21, forms closing  to- 
morrow. 


Tue Printers’ INK baby which 
most resembles its fond parent 
in typographical appearance is 
Bullyboy’s Bulletin, published by 
Francis Aubrey at 835 Broadway, 
New York. The third number 
of this publication is off the 
press. It is designed, apparently, 
to circulate among billposters, 


FRANKLIN Hopes “HIMSELF,” 
of Chicago, has issued the eighth 
number of “Excerpts” from his 
Scrap-book. The booklet is at- 
tractively bound and _ printed, 
being illustrated with sample ad- 
vertisements turned out for Mr. 
Hobbs’. clients. The idea of sec- 
tional circulation is advanced in 
one paragraph. Mr. Hobbs be- 
lieves that the time is coming 
when advertisers instead of buy- 
ing space for the entire circula- 
tion of a big magazine will buy 
space for the Eastern Circulation 
only, the Northwestern Circula- 
tion only, or it may be a par- 
ticular State. 


ALBERT J. STOCKER has recently 
joined the force of J. P. Muller 
& Company, a New York adver- 
tising agency. He entered the 
advertising field, about twelve 
years ago, in the New York office 
of the old Pettengill Agency and 
worked his way to the position 
of solicitor. During his connec- 
tion with this agency, he de- 
veloped the accounts of Colt’s 
revolvers, U. M. C. ammunition, 
Remington guns, Gem Nail Clip- 
per, Association of Licensed 
Automobile Manufacturers, Bris- 
tol Steel Fishing Rod and Co- 
lumbia Automobiles. After leav- 
ing the Hedge *Agency, Mr. 
Stocker was severely ill for a 
long period with typhoid fever, 
but he has now entirely re- 
covered, 
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A GRADUATE OF AN EX- 
CELLENT TRAINING 
SCHOOL. 


Herbert M. Bowlby, who suc- 
ceeded Joseph C, Wilberding as 
manager of the eastern office of 
the Chicago Tribune, was sent to 
New York because of his famil- 
iarity with Chicago newspaper 
conditions and his ability to talk 
intelligently about the position 
which the Tribune occupies in 
Chicago. He is a young man for 
such a responsible position, but in 
the Tribune office they say he 


HERBERT M. BOWLBY. 


has—by sheer ability — shown 
himself worthy of the confidence 
placed in him. Mr. Bowlby, as 
traveling salesman for a New 
York pattern house, was attract- 
ed to the advertising business. 
He heard of the Medill McCor- 
mick practical school for adver- 
tising men, left his position with 
the pattern company and joined 
this school in Chicago. When he 
had shown his ability, he was 
given a position as solicitor on 
the local staff of the Tribune. 
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His promotion to his present 
position is in keeping with -the 
policy laid down by Mr. Mc- 
Cormick of promoting to posi- 
tions of responsibility the  stu- 
dents in the school who work 
and deserve promotion. 

Since the school for advertis- 
ing solicitors was started, 223 
young men have entered—ten are 
in the employ of the Tribune in 
Chicago and New York, one be- 
came the advertising manager of 
the Cleveland News, and another 
the assistant advertising manager 
of the Chicago Examiner. 

Every employee of the adver- 
tising department of the Tribune, 
excepting the advertising mana- 
ger and Edward C. Bode, the 
western representative, are grad- 
uates of the school. i 15 
attracting almost as much _ at- 
tention as J. J. Hill's fam- 
ous Railroad School for the 
sons of railroad presidents. 
Robert Patterson Cross, nephew 
of R. W. Patterson, president of 
the Tribune Company, is a mem- 
ber, William Singerly McCart- 
ney, grandson of William Sing- 
erly, founder of the Philadelphia 
Record, A. Schulter, son of Max 
Schulter, the Industrial Commis- 
sioner of the Frisco and Rock 
Island systems, and the sons of 
many other well-known business 
men are entering the advertising 
business through this school. At 
the present time there is a wait- 
ing list of almost fifty young men 
who want to enter, 


WHAT IS THE BLUE BOOK, 
ANYWAY? 


The Boston Globe seems to stand in 
the way of a complete showing of the 
leading circulations in that city. The 
Herald, the Journal, the Post, and the 
American are in line. Now, if Mr. 
Taylor will let us have the consent of 
the Globe we will have Boston on the 
list of “show it. all” cities—Adver- 
tisers’ Blue Book. 


The Globe has the Guarantee 
Star of Rowell’s American 
Newspaper Directory. For years 
it has promptly and cheerfully 
furnished an annual detailed re- 
port of circulation. If Mr. Tay- 
lor does not see fit to lay open 
his books to every chance “ac- 
countant” he is to be commended. 
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Tue third quarter of 1907 the 
Maii and Empire, of Toronto, 
printed an average of 42,158 
copies daily. This is a gain of 
3,500 over the year 19006. 


Tue first issue of Factory, the 
new publication of the System 
Company, contains over sixty 
columns of cash advertising, 
equivalent to twenty pages of the 
magazine. 


Frep W. Corson, proprietor of 
the Union-Sun of Lockport, N. 
Y., and treasurer-manager of the 
Corson Manufacturing Company 
of that city, died on October 31st, 
aged sixty years. 


Tue fourth edition of Vree- 
land & Benjamin’s list of news- 
papers represented in New York, 
with the names of the agents, has 
been issued. Sixty-one Special 
Agents are in the list, represent- 
ing 598 distinct newspapers. 


Tue Technical Publicity Asso- 
ciation devoted its meeting of 
October 31, to the Mailing List, 
in securing foreign business, The 
discussion was introduced by F. 
F. Coleman, advertising mana- 
ger of the Lidgerwood Manufac- 
turing Co. and Steven de 
Csesznak, of the American Ex- 
porter, gave an address on the 
subject. Organizations modeled 
on the Technical Publicity As- 
sociation are being started in 
Chicago, and in London, Eng- 
land. 


was ob- 
Ad- 
A 


“RETAILERS NIGHT” 
served by the St. Louis 
Men’s League on October 30. 
full page programme of 
evening’s events had been pre- 
viously printed in the St. Louis 
Times. Leo Landau of the Globe 
Shoe & Clothing Company acted 
as toastmaster, and addresses 
were made by W. H. Milligan, E. 
L. Winters, D. Cronbach, M. 
Koenigsberg, jr., Louis Blumen- 
stock, W. N. Aubuchon, Gustav 
W. Mogelberg, H. C. Wood, 
Byron W. Orr, B. B. Deems and 
others. 








SPECIAL HOLIDAY NUMBER 
JANUARY 1908 PRICE “15 CENTS 











THe METROPOLITAN MAGA- 
ZINE leads all the prominent 
standard monthlies in the 
gain in advertising for the 
month of November, 

Its increase is over SEVEN- 
TEEN PER CENT, 








the” 





THE Patriot, Harrisburg, 
Pennsylvania, is sending out a 
letter opener and paper cutter to 
advertisers and agencies, bearing 
the inscription “Only Morning 
Paper. Largest Paid In Advance 
Circulation.” 


Forms for the Holiday Num- 
ber of Dressmaking At Home, 


Chicago, close November 15. 
Beginning with the January is- 
sue this magazine will be dated 
one month in advance, and the 
forms will close on the tenth of 
the month preceding the date of 
issue. 


In the Philadelphia Bulletin one 
day last week Perry & Company had 
a page advertisement, devoted only to 
overcoats. Itis somewhat of a novelty 
for a clothier to devote a whole page 
entirely to overcoats—in fact the Little 
Schoolmaster does not recall. that he 
ever saw such a page before. The 
Perry store is advertising extensively 
in Philadelphia, and the bulk of its 
business goes to the Bulletin. The 
whole page advertisement did not ap- 
pear in any other paper. 
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ANNUAL MEETING OF THE 
AMERICAN TRADE PRESS 
ASSOCIATION. 


On Friday evening, Nov. 1, 
sixty of the sixty-nine members 
of the American Trade Press 
Association met for its annual 
meeting and dinner in the Hard- 
ware Club, New York. 

Postmaster Morgan was the 
guest of honor. He asserted his 
conviction that without the gen- 
erous and active support of his 
candidacy by the Trade Press, 
Periodical Publishers and news- 
paper owners of New York, the 
President might not have felt 
warranted in sanctioning the 
Postmaster-General’s exceptional 
choice of him as the successor of 
Mr. Wilcox. His gratitude for 
this loyal support and the great 
compliment implied in recogni- 
tion of his veteran civil service 
career, was most heartily ac- 
knowledged and feelingly ex- 
pressed by Mr. Morgan; yet, 
withal, in this man’s customary 


simple, modest manner of speech. 
As head of the country’s chief 


metropolitan postal district, in 
which some twenty odd per cent 
of the nation’s second-class pub- 
lications originate, Mr. Morgan 
thought he felt warranted (after 
his long practical apprenticeship 
in the ranks) to assure his hosts, 
that he knew a legitimate supple- 
ment from a fake insert at sight, 
for instance; and that he might 
be trusted to rule according to 
the spirit rather than to regulate 
according to the letter of the 
law. “If any of you gentlemen,” 
Mr. Morgan said in conclusion, 
“either get into or want to keep 
out of trouble with the Depart- 
ment—in the regular course of 
your business—do not hesitate to 
come straight to me_ personally 
and you will be sure of as 
prompt and fair official treat- 
ment as the circumstances will 
permit.” 

“Advertising” was the topic 
announced for post-prandial dis- 
cussion, the programme including 
“How to Get and Hold Adver- 
tising.”” by A. E. Kornfeld, ad- 
vertising manager of the Fn- 


PRINTERS’ INK. 


gineering News,and ‘‘What Does 
Advertising Do Toward the Sale 
of Machinery and Supplies,” by 
E. A. Simmons, publisher of the 
Railroad Gazette. 

Here is the way Mr. 
approached his subject: 


What is the real reason for adver- 
tising? To get business, the un- 
sophisticated might say; but one 
wouldn’t think so after talking with 
any ten customers selected at random 
from the advertising pages of any 
technical paper. Twenty-five per cent 
being pure philanthropists’ say that 
they pay their good money for space 
because they want to “support the pa- 
per;” ten per cent would confess that 
it was because they and the editor or 
publisher are old cronies: fifteen per 
cent gave contracts to the solicitor to 
get rid of him—they just couldn’t help 
admiring and rewarding his persistency 
and tenacity; and thirty ‘per cent 
wouldn’t be able to say just why they 
do advertise; but their real reason in 
nine cases out of ten is that they did 
it ‘“‘because their competitors do.” 
This leaves about twenty per cent to 
the credit of the man _ who really 
“means business” when he advertises. 

Now, just how does an_ advertise- 
ment in a high-class technical paper 
make business? Any advertisement in 
any paper of this kind pays; But the 
returns are proportionate to the ex- 
penditure. I mean by this that a 
small card will produce certain effects 
and corresponding results, while a 
larger card creates quite a different 
impression and naturally . quite differ- 
ent results. In one case you hang out 
your “‘shingle’—like the dentist or the 
doctor. Some people read and note in 
passing, if there is nothing -more in- 
teresting to divert their attention. 
They are at least in place to be found 
when wanted—-as their names appear 
in the city and classified professional 
and business directories. The “‘shingle’’ 
advertiser in the technical paper 
doesn’t really believe in advertising, 
and he begs off with the plea that “‘he 
can’t afford to spend more. If so 
there is something radically wrong 
with his expense accounts, He is 
spending too much for postage, station- 
ery, office expenses or commissions 
and too little for advertising. If he 
can’t readjust his expense accounts 
he ought to spend more for advertis- 
ing and debit this asset ‘‘Goodwill.” 

If advertising must be considered a 
current expense item, how much shall 
the advertiser spend? This is a hard 
question to answer. The common 
practice is to appropriate from noti- 
ing to five per cent of the gross 
amount derived from sales the year 
previous, or of the amount as estimat- 
ed for the current year. Often a 
specific sum is named arbitrari® ¥, This 
may be “conservative” but it is not 
“business.” 

In making sales what part does ad- 
vertising play? The average salesman 
will say that advertising has little or 
nothing to do with the business he 


Simmons 
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results are produced 
by his own “pull”? and cleverness. As 
a matter of fact, even advertisements 
in high-class technical and trade papers 
do not often produce directly trace- 
able results, inquiries, or orders, the 
source of which are apparent on their 
face. It requires a combination of 
three things: advertising, circularizing 
(including correspondence and_ cata- 
loguing) and salesmcn, 

The business world is in constant 
flux. To-day you are doing business 
with men who to-morrow will be suc- 
ceeded by those of whom you _ have 
never heard, Yet when you approach 
them you find that they already know 
all about your particular products. 
These new men have been careful 
readers of the trade and _ technical 
press of their professional choice 
since their student days—thus study- 
ing your business through your adver- 
tisements from school and _ shop _ to 
office. The man who reads technical 
and trade papers to fit himself for 
higher duties is the man with whom 
the manufacturer must reckon sooner 
or later. Sooner or later the non- 
advertiser gets left entirely. 

What manufacturer would not give 
almost anything for even a small per- 
centage of prospective customers in 
this vast army of coming’ buyers en- 
listed in the army of student, appren- 
tice and journeyman readers of the 
really instructive trade and_ technical 
press? 

The moral is obvious: advertise per- 
sistently and instructively in the pa- 
in- 
structing your future as well as your 
present customers in the _ practical 
technique of their chosen profession or 
business; the young mien who, even in 
subordinate and ultimately in com- 
manding positions, are the ones to de- 
cide what shall be bought; the men who 
may thus have made up their minds 
not only months but even years before 
receiving your circular or giving audi- 
ence to your salesman. 


Here are some of the things 
Mr. Kronfeld said: 


Remember your advertiser’s  inter- 
ests. You can’t give him all the re- 
sults he needs, and it won’t pay you 
to pretend that you can, Your suc- 
cess depends upon what your adver- 
tisement is able to do for him,—not on 
what you say it can do. If you can’t 
give him certain results that he wants, 
tell him so, and tell him where to go 
for those special results. A certain 
very prominent firm recently sent us 
a check and copy for advertisement 
in our columns. | returned the money 
and advised them to place the ad in a 
paper that I was sure would do more 
for them than we could. The result 
was that we received: a_ letter well 
worth publishing, and we have made a 
friend for life. In other words: Give 
your solicitors a good paper to plead 
for; one devoted to the interests of 
such readers as the advertiser. wants 
to appeal to; and insist on his telling 
the truth. 

Don’t worry or bulldoze a prospec- 


am. That his 


pers which are thus persistently 
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tive advertiser into signing a contract. 
Don’t tire him out with your persist- 
ent attentions. Don’t call upon him 
too often. A call once in three or 
even six months is better than a call 
once a month. If you give him a good 
argument the first time you call the 
chances are you will be sent for in 
due time. It is very annoying to the 
advertiser to be solicited weekly when 
he is not ready. it may be that a 
contract is sometimes given against 
the wishes and better judgment of the 
advertiser, because the solicitor has 
been extremely persistent, but in 
nearly every such case the advertise- 
ment is short-lived. You can’t succeed 
long by hitting advertisers over the 
head with a club. They are bound to 
recover, find it out, and hit you back, 
good and hard, 

However, a letter calling attention 
to an important article tu appear in a 
certain issue usually brings orders for 
display advertising, even though no 
mention is made of extra circulation— 
if that article happens to be of the 
sort appealing to the intelligence or 
interests of potential customers. 

The advertiser will like you for be- 
ing optimistic. He won’t like you for 
“knocking.”” He has no time to waste 
on your gossip. Every solicitor has 
his own paper to talk about, and that 
ought to keep him so busy that he 
won't ‘have any “chin muscle” left to 
talk about competitors. A business 
man doesn’t give the solicitor an order 
because the ad-man has been success- 
ful in slinging mud at a rival paper, 
or ridiculing it. On the contrary, the 
advertiser usually looks into the mat- 
ter carefully and the result is fre- 
quently quite disastrous (as I have 
known it to be) to ‘he solicitor who 
spent his time talking down the other 
paper instead of talking up his own. 

3ut perhaps the simplest generality 
that I get out of my many single ex- 
periences is this: The best way to sell 
advertising is to sell advertising; don’t 
sell puffs or write-ups; or, if you do, 
don’t sell advertising. Oil and water 
don’t mix. I have found that adver- 
tisers are the hardest-headed kind of 
business men. They do not, as a rule, 
sign contracts out of sentiment. They 
buy advertising space because they ex- 
pect it to be worth the money. They 
don’t buy because you give them a 
little graft on the side at reduced 
rates; or, if they do, they do it just 
once, and the next time they talk ad- 
vertising they will talk it with some 
other solicitor who comes before them 
with a straight business proposition. 

If you have write-ups for sale and 
you find that men want to buy them, 
by all means make a business of it, 
and confine yourself to selling write- 
ups. If there is money in write-ups, 
drop advertising; if there is money in 
advertising, drop write-ups. Stick to 
one business. Don’t carry either as a 
side line. The paper I represent (and 
have represented for 15 years past), 
has always believed in keeping its ad- 
vertising and reading pages in separate 
hands. I would not be permitted to 
mix up the two matters, and I would 
not think of trying even if I were 
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permitted to do so.. I believe the ad- 
vertiser prefers to do business on a 
straight basis. What I have seen of 
other solicitors trying to work the ‘‘in- 
ducement racket” with the help of 
puffs and write-ups convinces me of 
this more strongly every day. 

Finally: it pays to remember that 
you are human and the man you deal 
with is human. He will appreciate 
your treating him as a human being 
with other interests besides “busi- 
ness; and he will appreciate your 
ability as an advertising solicitor all 
the more for finding you interested in 
and capable of discussing other things 
than mere “ads.” 


According to the long-estab- 
lished custom last year’s presi- 
dent was chosen to head the 
board of directors, and each of 
the three vice-presidents was 
moved up a peg, Mr. Oswald be- 
ing the only new officer-elect, so 
the roster now stands as follows: 

President, E. C. Brown, Progressive 
Age; First Vice-President, Franklin 
Webster, Insurance Press; Second 
Vice-President, W. H._ Boardman, 
Railroad Gasette; Third Vice-Presi- 
dent, J. C. Oswald, American Printer; 
Treasurer-Secretary, L. J. Montgom- 
ery. Directors—F. E. Saward, Coal 
Trade Journal; John A. Hill, Power; 
James H. McGraw, Street Railway 
Journal; J. D. Crary, N. Y. Lumber 
Trade Journal, 

Se ee eee 
BUSINESS GOING OUT. 

J. Walter Thompson, New York, is 
placing some copy for the Craftsman 
with newspapers. 


The Kastor Agency, St. 
using space in weeklies for the 
Louis Fur Company. 

The A. W. Erickson Agency is send- 
ing out copy for the Fiat Automobile 
Company of New York, 


The Frank Seaman Agency, New 
York, is asking rates from newsapers 
on some medical advertising. 


Jenatzy Rubber Company’s advertis- 
ing is being placed by the A. W. 
Erickson Agency, New York. 


The Horn-Baker Agency, Kansas 
City, is using space in eastern news- 
papers for the Hamrick Remedy Com- 
pany. 

The advertising of the Pennsylvania 
Auto Motor Company, Bryn Mawr, 
Pa., is going out through the Erickson 
Agency. 

Lipp Brothers, Philadelphia, makers 
of a phonograph are using space in 
farm journals through Arnold & Dyer, 
of that city. 


The Nelson Chesman 
Louis, is making 5,000 line contracts 
with newspapers for the Marmola 
Company, manufacturers of a patent 
medicine. 


Louis, is 
St. 


Agency, St. 
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Frank Kiernan, New York, is plac- 
ing some small ads in local papers for 
the Twenty-third Street Branch of the 
v.25 4 A, 


Charles H. Fuller, Chicago, is using 
space in weeklies, 58 lines, 2 times, to 
advertise the Frontier Asthma Com- 
pany’s cure. 


The Advertising Company of Porto 
Rico is placing advertising on boards 
and in newspapers for the National 
Biscuit Company. 

Meta, beauty 
newspapers 

Van Cleve 


Copy for Henrietta 
specialist, is going 
through the George 
Agency, New York. 


to 
a4, 


Charles H. Fuller, Chicago, is using 
space in Sunday newspapers, 17 lines, 
4 times, for the Bennett Thomas 
Manufacturing Company, of that city. 


It is announced that the Ireland 
Agency, Philadelphia, will place the 
mail-order advertising for the John H. 
Woodbury Dermatological Institute of 
New York. 


Nelson Chesman, St. Louis, is using 
space in newspapers for the Dr. Haux 
Spectacle Company and for Mrs, M. 
Summers, medical 
Dame, Indiana. 


advertising, Notre 


. R. Mix, of Scribner’s Magazine, 
New York, is using 450 lines and col- 
umn ads in daily papers to advertise 
the December issue and oitttline the 
programme for 1908. 


The Volkmann Agency, New York, 
is sending out orders to Sunday pa- 
pers for B. L. Brown, Philadelphia, a 
cure for blood-poison, copy to occupy 
15 lines, till forbid. 


Nelson Chesman, St, Louis, is using 
space in newspapers for the Paris 
Medical Company of that city; 1,000 
lines, readers and 1,000 lines display 
to be used within a year. 


. C. Hubinger’s “Tub”- starch is 
being advertised in mewspapers, 183 
lines, 8 times, Mondays and Tuesdays, 
by the Keokuk Newspaper Advertising 
Agency, of Keokuk, Indiana. 


The Nelson Chesman Company, St. 
Louis, will use 5,000 lines in one year, 
daily or Sunday editions of newspa- 
pers, to advertise the Ely & Walker 
Drygoods Company, of that city. 


The Kaufman Agency, New York, 
is placing a line of copy, reading 
notice display, with newspapers, for the 
Edwin Cigar Company, New York; to 
promote the sale of cigars by mail. 


The Hostetter Company, Pittsburg, 
makers of the Hostetter’s Bitters, are 
using 36 inch special copy in the Sun- 
day editions of newspapers who have 
contracts; orders being placed direct. 


The advertising of the Garford 
Motor Car.Company of New York and 
of the Garford Company of Elyria, 
Ohio, automobiles, is being placed by 
the A. W. Erickson Advertising Agen- 
cy, New York. 
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NOVEMBER MAGAZINES. 


A couple of years ago Leonard 
Darbyshire, publisher of Spare 
Moments, wrote an article, “In 
Defense of the Editor,’ which ap- 
peared in a now defunct advertis- 
ing journal. It contains ideas 
well. worth the consideration of 
all magazine publishers, and 
makes interesting reading in con- 
nection with Mr. McCampbell’s 
speech and Mr. Ridgway’s letter, 
printed last week, 

Mr. Darbyshire lives up to his 
preaching in the publication of 
Spare Moments. What he said 
in the article is reprinted here: 

“A careful reading of the ad- 
vertising journals and publishing 
organs and the discussions before 
the clubs and associations of 
publishers and advertising men 
fails to show any reference to the 
ADVERTISING IN LEADING MONTHLY 

MAGAZINES FOR NOVEMBER. 

(Exclusive of Publishers’ own advertising.) 
Pages Ag. Lines 

8 40,880 

39,396 


37,072 
36,316 





Review of Reviews 
Everybody’s 
McClure’s... 


35,400 
34304 
Cosmopolitan 33,792 
Country Life in America 
(cols.) 
Harper’s Monthly. 
Scribner’s 
Woman’s Home Com- 
PAHION (COls.).....scceee 
American Magazine..... oe 
Pacific Monthly 
Century 


29,827 
26,544 
25,911 


25,214 
24,864 
24,846 
23,608 
23,175 
22,724 
21,952 
20,343 
20,160 
19,040 
18,726 
18,411 
17,360 
16,912 
16,750 
14,312 
14,100 


14,096 


Good a 7h uaa 
World’s Work 


Business Man’s Magazine. 

Atlantic Monthly 

Outing Magazine. 

World To-Day.......+..-6 

Red Book 

Success (cols.).. 

Suburban Life (cos. Je. Seeeee 

Designer (cols.)... ssessee 

Harper’s Bazar 

New Idea Woman's Maga- 
Be GD ac cc cncdeecece 

Home Magazine (cols.). 

Ladies’ World (cols.) 

Current Literature 

Normal Instructor (cols.).. 

Argosy 

Pearson’s 

Modern Priscilla (cols.)... 

McCall’s Magazine (cols. Yi 

Broadway Magazine 

Ainslee’s 

Metropolitan 

Technical World 

Lippincott’s 





by 


‘THE MAGAZINE OF BUSINESS 














The Record SYSTEM has 
Made For One Advertiser 


Frank B. Gilbreth, a general con- 
tractor with a world-wide organization, 
has used 47 pages of space in SYS- 
TEM in 22 months—less than two 
years’ time. 

First he tried 

2 PAGES IN FEBRUARY, 1906 


and the direct money results from 
this single advertisement were large 
enough to pay for 


2 PAGES EACH MONTH FROM 
MAY, ’06, UNTIL APRIL, 


and still leave him a profit. 

Mr. Gilbreth dropped out through 
the Summer months, again taking up 
his campaign with 


4 PAGES IN SEPTEMBER, ’07 


Concerning the results from this 
advertisement Mr. Gilbreth writes: 
“It may interest you to know that 
the inquiries for new business which I 
have received, and which aggregate 
over one million dollars, is the result 
of my four-page advertisement in the 
September number of SYSTEM.” 
This justifies his contracting for 

17 PAGES IN NOVEMBER, ’07 
the largest single advertisement ever 
inserted in a standard magazine. 

If you have something that men 
buy for business, home or personal use, 


SYSTEM Can Do As Well For You 


That is, SYSTEM will create a de- 
mand for your product that will pay a 
handsome profit on the space used. 
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Bookman.,...++ sscsees.- 
yf See 
Ont West -(Qct.)......... 
National Magazine 
Popular Magazine..... 
Field and Stream. 
American Homes and Gar- 
GENS 10018.) ...ncscccce ° 
Appleton’s Magazine 
Garden Magazine (cols.).. 
All-Story Magazine 
Circle (cols.). 
Theatre Magazine (cols.).. 
Recreation (cols.).......... 
Pictorial Review ane os 
Putnam’s Monthly..... 
Human Life (cols.). 
World’s Events (cols.). 


cols.) 
American Boy “(cols.). ose 
Etude (cols.). 
House and Garden (cols. “a 
Yachting (cols.) ..... obese 
Outer’s noe a 
Health Magazine.. 
Van Norden.. cesee 
Smith’s Magazine. eeeb seen 
Health Culture... . 
Spare. Moments (cols.)..« 
American Business Man.. 
Strand 
Travel Magazine — \ 
Star Monthly (cols.),. 
RO a6 beSéeersscace 
Smart Set 
Wide World Magazine... ee 
Gunter’s Magazine........ 
Musician (cols,) ..... = 
Transatlantic Tales...... 
Bt, TUGCRONAB. oosiscscees his 
Scrap Book 
Benziger’s Magazine (cols. ) 
Railroad Man’s Magazine 
New England Magazine... 
Philistine (cols. )... 
Business Philosopher 


People’s Magazine.. see 
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Pages Ag. Lines 
ly 
11,014 
10,864 
10,338 
9.968 
93790 


9,565 
955 

9.530 
9,408 
9.140 
9,132 
8,808 


8,314 
8,992 
8,439 
8,171 


8,084 
7,535 
71372 


6,592 
6,506 
6,357 
6,350 
6,349 
6,331 
6,246 
5,718 
5,567 
5,487 
5,376 
5,376 
5,203 
55152 
4,682 
4,171 
3,955 
2,688 
2,637 
2,597 
2,016 
1,920 


1,260 


896 
672 


ADVERTISING IN LEADING WEEKLY 
MAGAZINES FOR OCTOBER. 
(Exclusive of Publishers’ own advertising.) 


Week ending Oct. 7: 


Cols. Ag. Lines 


Saturday Evening Post.. 
Literary Digest 
Independent (pages)...... 
Churchman 

Outlook (pages).... 
a Herald.. 


wane s Weekly i 
Scientific American 
Christian Endeavor World 


Week ending Oct. 14: 


Saturday Evening Post.. 

COMETS 02.5.5.505 peaseson 

Literary Digest 

Outlook (pages).. 

Churchman....... . 

Christian Herald...... 

Associated Sunday Maga- 
ZINE c0ccces 

Life.. 


25,511 
12,643 
9,246 
6,477 
5,019 
4,800 
3:977 
3,060 


2,820 
2,786 


Cols, Ag. Lines 
Independent (pages)...... 11 2,662 
Leslie’s Weekly © 12 2,408 
Christian edaoas ‘World 2,145 


Week ending Oct. 21: 

SGMIEE'S 5 0s cenesecavese' 67 12,912 
Saturday Evening Post .. 8,980 
Life 6 7,892 
eecececees 6,354 
Literary Digest. 5,140 

Associated Sunday — 
| REY ereccoccs 4,652 
Outlook (pages) .. 4,308 
Christian Herald 3,939 
Christian Endeavor pecan 3,884 
Churchman. . ... . 3,012 
Independent (pages). 3,129 
Leslie’s Weekly 3,108 
Scientific American 2,187 


Week ending Oct. 28: 
Outlook (pages) 22,777 
os ee 19,308 
Saturday Evening Post. 13,870 
WMS Sekebs:x0ss% ae . 8,2 
Liteeesy Digest 7,514 
Associated Sunday Maga- 
zine 3,857 
. 31235 
Independent (pages). 3,136 
Christian Herald 2,874 
2,622 
. 2,299 
2,027 
ilies Weekiy, sav aessce 15547 
Week ending Nov. 4: 


CEE Riss pcsease deems 12,310 
Saturday Evening Post... 10,856 
Literary Digest...... oes 6,284 
Churchman.... 5,230 
dues 4,571 


. 45535 
Outlook (pages) I 49322 
Christian Herald 4,185 
Independent (pages)...... 3:573 
Christian Endeavor World 2,882 
Leslie’s Weekly.. Seve 2,473 
Scientific American. 2,376 
Bees aesabscdeacscensasss 1,638 


Totals for October : 

63,250 
g 56,384 
— Evening Post.. ee 559529 
Outlook shes 41,526 
Literary Digest........+6 33,700 
Churchman 22,386 

Associated Sunday Maga- 
BAG ons sivas 20,886 
Independent . 20,000 
19,525 
19,005 
Christian Endeavor World 14,094 
Leslie’s Weekly 12,613 
Scientific American...... 11,986 





influence of the editor upon the 
circulation of. the ‘pulling’ quali- 
ties of a newspaper or magazine. 

“This omission is intentional, 
and not accidental. The payroll 
is the reflex of the views of the 
average newspaper or magazine 
proprietor or publisher on this 
subject. 

“The highest salaried man on 
his staff is the advertising mana- 
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ger, because he is the man who 
brings in contracts, and contracts 
are tangible and concrete evi- 
dence and can be entered on the 
earning side of the ledger. 
“Then comes the circulation or 
subscription manager, with a 
slightly smaller salary. He also 
is an earner for the paper, and 
even though his department can- 
not begin to compare in earning 
power with the advertising de- 
partment, yet in his work of in- 
creasing the circulation of the 
paper he is aiding that depart- 
ment because a larger circulation 
means a higher advertising rate. 
“Now comes the editor. The 
other two men are necessities, 
and we must have the best we 
can afford, But any one can edit, 
and it’s a question of how little 
we can pay to get a man to take 
the job. He doesn’t bring in 
anything to the paper; he is all 
the time devising ways and 
means to spend money. He is 
a man to be watched, and _ his 


bills must be rigidly scrutinized 
and his department cut down now 
and again, or he'd ruin the pa- 


per, 

“This is no exaggerated view of 
the average publishet’s or busi- 
ness manager's idea of the rela- 
tive value ot the above men- 
tioned positions. But I claim it 
is a mistaken one. 

“In spite of the fact that every 
publisher is spending money 
more or less lavishly and strain- 
ing every nerve to obtain a still 
larger circulation in order to in- 
crease his advertising, and in 
spite of the fact that every ad- 
vertiser is only too glad to give 
his business to any paper that 
will ‘pull,’ I venture the assertion 
that 99 out of every 100 publish- 
crs are starting at the wrong end 
in their efforts to make a paper 
that will get business. A pub- 
lisher will spend thousands of 
dollars in advertising in other 
mediums, in giving - premiums, 
and in working every known cir- 
culation scheme, and some new 
ones, and will practically give his 
paper away (he would if ‘the 
Postoffice and its second-class 
regulation didn’t forbid) in an 
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endeavor to get a circulation of 
a million or so and thus insure a 
high rate per line for his adver- 
tising space, but he will begrudge 
a decent salary to the editor. 

“This is a short-sighted policy. 
The long-sighted publishers (and 
there are a few) are the publish- 
ers of those papers which are to- 
day the best ‘pulling’ mediums. 
The best paying papers from an 
advertiser's standpoint are those 
which are the best edited, and 
whose editors receive salaries 
which compare favorably with 
the best advertising positions. 
Premiums and schemes’ may 
serve to get subscribers, but you 
can't hold subscribers obtained by 
these methods unless your paper 
has enough merit in it to make a 
subscriber renew the second year 
without a premium. A _ clever 
editor can riot only build up a 
circulation, but he can hold it, 
whereas a _ circulation obtained 
by schemes and premiums is a 
temporary circulation, and _ the 
expense of keeping up this kind 
of a circulation is far more than 
that of paying a good editor, and 
the results not as lasting. 

“A couple of years ago the pro- 
prietor of a well known monthly 
wanted a man to take hold of his 
publication and build it up, im- 
prove its appearance and increase 
its circulation and advertising. 
This magazine had a _ meteoric 
rise, but as its circulation had 
been obtained wholly by schemes 
it was at this time coming down 
as rapidly as it had gone up. An 
applicant for the position was in- 
formed that whatever changes 
might be made he was not to go 
near or disturb the editor. This 
ended the applicant's interest in 
the position, because in his opin- 
ion the editorial department was 
the weak spot in the whole busi- 
ness, and it was useless to at- 
tempt to build up the paper with- 
out changing its contents, and his 
judgment was good, because 
within the last few months the 
publication has ceased to exist. 

“My only wonder is that such 
practical and matter-of-fact men 
as publishers are should fail to 
see that the circulation of a paper 
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built up by a strong editorial 
policy is not only more perma- 
nent, but is also a better paying 
proposition from the advertiser’s 
point of view. 

“Of course, everything depends 
upon the selection of the right 
man for the editor. Literary 
men are often visionary and un- 
practical, but under the present 
condition of affairs no practical 
man with abilities in other direc- 
tions will stay in the editorial 
department because the money is 
all in the business end. The suc- 
cess of papers like the J.adies’ 
Home Journal and the Saturday 
Evening Post, which owe their 
circulation strength and their 
value as advertising mediums al- 
most entirely to the ability of 
their editors, are sufficient ex- 
amples on which to rest my claim 
that the editor is the man who 
makes the paper ‘pull,’ and he is 
entitled to rank with the adver- 
tising manager instead of being 
regarded as a necessary evil. 

“The discussion of this subject 
affords me an opportunity to 
venture some criticism on _ the 
conduct of that class of publica- 
tions known as mail-order pa- 
pers, based on a two years’ study 
of these papers at close range. I 
do this in no spirit of carping 
criticism, but in the honest con- 
viction that those most interested 
would profit by changing their 
present policy—although I have 
not the slightest expectation that 
they will do so. 

“As published to-day the ma- 
jority of mail-order papers are 
practically what they were thirty- 
two or thirty-three years ago, 
when they first appeared. They 
are largely made up of reprints 
of pirated or expired copyright 
stories of the love affairs of Eng- 
lish lords and ladies, and of im- 
possible adventures among the 
Red Indians, written by Fleet 
street  ‘penny-a-liners,’ | whose 
only knowledge of Indians was 
of the cigar store sign variety, 
and whose acquaintance with 
earls and dukes began and ended 
by observing them riding or driv- 
ing in the ‘Row’ or by drinking 
with their butlers or coachmen. 
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“With very few exceptions none 
of these papers have editors, and 
the forms are made up by who- 
ever runs théir advertising an 
business departments, or by the 
foremen of _ their composing 
rooms. The making up is a 
simple matter. The advertising 
is arranged for first, and then 
the literary matter is run around 
the ads. 

“When these papers were first 
started they quickly obtained a 
tremendous circulation in the 
rural districts because the farmer 
and his family had no other class 
of literature. They filled that 
‘long felt want,’ and the man 
who started the first of these pu- 
pers was a millionaire before he 
was thirty, and those who fol- 
lowed in his wake have all made 
their fortunes. These papers 
still have a tremendous circula- 


tion, are popular among the peo- 
ple they cater to, and are good 
in cer- 


mediums for advertisers 
tain lines. 

“But the day of these papers 
is practically over, for the simple 
reason that they have not kept 
pace with the progress of the 
class of people to whom they are 
supposed to cater. 

“When these papers were start- 
ed, and up to within very recent 
years, this class of literature was 
the only reading matter the coun- 
try people received with any 
regularity. But, as we all know, 
there has been a_ tremendous 
change in the condition of the 
rural dweller during the last 
three or four years. Where a 
newspaper was a visitor perhaps 
once a week, but more often at 
still rarer intervals, the rural 
free delivery now brings the 
daily paper. The rural free de- 
livery, the trolley -and the tele- 
phone have changed the farmer's 
condition and style of living. He 
gets into the neighboring towns 
oftener. His children have been 
away to school and bring home 
with them ten cent monthlies. 
The farmer is now being educa- 
ted to appreciate fine paper and 
good illustrations. He has learn- 
ed to read and subscribe for 
weekly and monthly publications 
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printed on super-calendered pa- 
per, illustrated with half-tone 
cuts and printed in a good grade 
of ink. Isn't he likely to make 
invidious comparisons between 
these papers and the mail-order 
paper, which still comes printed 
on the cheapest kind of news 
print, with still cheaper ink, filled 
with reprinted and clipped mat- 
ter, and even put to shame in 
typographical appearance by the 
house organs and other literature 
of houses’ like Montgomery 
Ward & Company? It is true 
that these papers are still making 
money, and their proprietors ap- 
pear to be satisfied with their 
present methods of conducting 
them, but I venture the assertion 
that unless they change their 
plans they will before many years 
lose their hold on their readers 
and may never regain it.” 


MAGAZINE NOTES. 


The November issue of the Pacific 
Monthly is the first to be put out 
from the new plant. 


The Metropolitan - Magazine an- 
nounces that its average monthly in- 
crease in cash advertising for the 
seven months, from May to November 
inclusive, was twenty-two per cent. 


Success Magazine has just adopted 
as a foot-line on all advertising pages, 
“If subscribers mention Success Maga- 
sine in answering advertisements they 
are protected by our guarantee against 
loss.” The guarantee referred to, 
printed on the publisher’s page, is 
probably as strong as any ever made 
to the subscribers of any periodical. 


MORALIZES. 
Magazine, 


“NATION” 
The English Macmillan’s 
it is announced, will soon follow 
lemple Bar and the Cornhill, by go- 
ing out of existence. Longman’'s, a 
magazine similar to these, died a year 
or two ago; and, with the departure 
f all of them, the magazine “with a 
literary standard” will be pretty nearly 
destroyed in England. They all seem 
to have been killed “by the flood of 

‘heap and popular periodicals.” 

The Nation, in moralizing on this 
latest demise, says: “A popular maga- 
zine, as most people know, is like an 
army, in that it travels on its belly. 
lt will go as far as its advertising 
will carry it, and not a ‘step farther. 
lhe importance of the advertising is 
ndicated by a remark made a, few 
vears ago by a magazine publisher: ‘If 
1 can get a circulation of 400,000, I 
can afford te give my magazine to any 
one who will pay the pestage. and I 
can grow rich from advertising.’ 


THE 








LIFE. 


The Only One of Its Kind 
1883 - 25 YEARS - 1908 


If you wish a strong 
introduction to the well- 
to-do and most influential 
people, it will pay you to 
investigate LIFE. 





Thought and intelli- 
gence are necessaiy for 
the appreciation of this 
unique weekly, as well as 
$5.00 per year to buy it. 


Your goods would be 
presented at an opportune 
time, 7. ¢., when our read- 
ers are in good humor and 
nearly every page contains 
reading or illustration. 


LIFE‘S Christmas 
Number, 25 cents per copy 
on the news-stands, has a 
circulation 204% larger than 
any other issue. It will 
be dated December sth, 
and forms close November 
zoth. Lire copy, $250 per 
page; MaGazineE copy, 60 
cents per line. 


A select circulation for 
high-grade goods. 
JOSIAH JUDSON HAZEN 


Advertising Manager 
17 WEST 3lst ST., NEW YORK 


LIFE PUBLISHING 
COMPANY 
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‘006 '2 MONTHS RECORD ‘,,- 


SHOWING THE REMARKABLE PROGRESS 
MADE BY 


The Pacific Monthly 


THE MAGAZINE OF THE WEST 





Net Gain in Monthly Circulation, 45,000 Copies, 70 per cent 
Net Gain in Advertising, 66 pases. . 98 per cent 
Net Gain in Cash Valve of Advertising . 400 per cent 


Making Possible the Erection of a Handsome Building and 
Installing of the Largest, Most Modern and Most Complete 
Magazine Publishing Plant West of St. Louis. 


WHAT DOES SUCH PROGRESS INDICATE ? 
JUST THIS 


The Pacific Monthly Leads 


AND IS THE 


POPULAR MAGAZINE OF THE 
GREAT WEST 


For Advertising Rates and General Information address 


THE PACIFIC MONTHLY - 
PORTLAND, OREGON 


N. Y. Office, 1408 St. James Bldg. Department of California 
A. M. Thornton, Mgr. F. O. Popenoe, Mgr., Los Angeles 
Seattle Office, Globe Bldg., W. F. Coleman, Mgr. 


125,000 COPIES MONTHLY 


GUARANTEED AVERAGE CIRCULATION 
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OMMERCIAL 


ART CRITICISM 


By GEORGE ETHRIDGE, 41 Union Square, N. Y 


Readers of Printers’ Ink will Receive Free of Charge 
Criticism of Commercial Art Matter Sent to Mr. Ethridge 


Many examples of complicated 
advertising designs have been 
reproduced in this department 
from time to time, but it re- 
mained for Kirby, Beard & Co., 
Ltd., to achieve the limit of il- 
legibility. 

The drawing shown occupied 
only a quarter page, yet ten in- 
dividual spaces for type have been 
introduced in that space, all ren- 
dered more or less involved by 





ASK FOR KIRBY BEARD & C°S 
i « SCIENTIFIC NEEDLES 





shaded backgrounds. The copy 
is, therefore, as might be expect- 
ed, unreadable and unattractive 
while the needle-case has com- 
paratively no display whatever. 
One of the catchlines reads: “A 
result of 166 years of experi- 
ence.” If those years have been 
advertising years, the experience 
should have warned’ Kirby, 
Beard & Co., against designs of 
this character. It is never too 
late to learn, however, and in the 
illustration marked (2) an im- 


provement over the old idea has 
been suggested which we hope 
will prove of assistance to this 





KinerB 
‘REDDITCH 














company in the 167th of 
their existence. 
* * * 
The F. E. Myers & Bro. ad- 
vertisement has its faults and its 
virtues. Three articles are il- 


lustrated and talked about. It 


year 
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required some dexterity to ar- 
range this ad: to fit in the lad- 
der, to introduce the pump and 
to crowd in the porker; but for 
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all the cleverness of it, the fact 
remains that too much has been 
attempted in too small a space. 
Would it not be vastly better to 
take up one feature at a time, 
push it in copy and illustration 
for all that is possible and sens- 
ible, and take up another feature 
next time? The reader is unable 
to get a very clear idea of any 
one of the three products in the 
present jumble. By the way one 
of the catchlines, “The Ptmp 
that Pumps,” is exceedingly 
clever and ingenious. No one 
would expect a pump to light a 
candle or generate electricity, and 
every old pump ought to pump 
in some sort of fashion. 
* * * 

One of our best marine artists, 
a man who is eminent in his pro- 
fession, had just completed a 
canvas, which has since become 
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She Globe-Wernicke Co 
“Elastic” Bookcases 
Library and Office 


Furniture 
280-382 Broadway (Cor. White) 














famous, when a critic said to him, 
“T can’t understand your art, sir. 
Why is it, let me ask, that you 
take one rock and one wave and 
make a picture of them when 
there is the whole ocean to 
paint?” The answer was quite 
typical of the artist. 

“IT regret to say,” was his re- 
sponse, “that up to the present 
time I have been unable to lo- 
cate a spot from which I could 
get a good view of the whole 
ocean.” 

Pictures 
advertising purposes 
as carefully thought out and 
executed as those hung in the 
‘ational Academy, In fact, more 

refully, inasmuch as they must 
sell the same articles many, many 


that are drawn for 
should be 


PRINTERS’ INK. 


times over and the sale of the 
Salon picture is bound to be re- 
stricted, The Globe-Wernicke 
Company in a meagre newspaper 
space, one column wide, by one 
half inch in depth, have attempt- 
ed to picture an entire office 
equipped with the products of 
their manufacture. They have 
not succeeded. Not one desk or 
cabinet is clearly portrayed. If 
they had shown one aarticle suic- 
cessfully in the limited space it 
would have been an achievement. 
For the same reason that Win- 
slow Homer’s marvelous, but 
simple, paintings have won fame 
for their creator, so will a like 
simplicity in advertising designs 
win results for the man who 
foots up the bills for advertising 
space at the end of every month. 
* * * 


What part do lambs play in the 
running of either boats or en- 
gines? This is put forth as a 
perfectly logical question in con- 
nection with the Geo, H., Terry 
advertisement herewith. If you 








We Have THE ENGINE 
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Electric Lighting agg 
Pramas eetiveriee—M yew 


GEO. H. H. TERRY. co 





be EERE SO 
bx Yoem, 


will look at the reproduction you 
will note that, intermingled with 
lamps and electrical apparatus, 
wheels and other paraphernalia 
of the trade, there are lambs in 
many quaint poses. Granted that 
the lamb is a trademark, there is 
no excuse for the introduction 
of twelve other members of the 
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family, each one of which oc- 
cupies space that it does not de- 
serve and complicates the dis- 
play of the goods in question. It 
can be taken for granted that 
people who buy and own _ boats 
or engines are not interested to 
any alarming extent in the lamb 
family. If they are interested it 
is because of the appetizing man- 
ner in which they are served at 
table by a competent culinary de- 
partment. Better leave the live 
stock to the tender mercies of the 
nature faker. ; 
Son 
THE OTHER SIDE OF THE 
PAPER QUESTION, 

There are two sides to this question 
of paper cost, and if the publishers 
persist in their campaign, the public 
will be enlightened on aspects of the 
problem which have been obscured in 
other prominent controversies. For the 
most part, those have concerned public 
service corporations, in their nature 
monopolistic, whose prices the Govern- 
ment admittedly had a right to inquire 
into and regulate. The paper manu- 
facturer does not occupy the same re- 
lation to the public as the railroad 
manager, his business not being deemed 
one of those controlled by competition 


and the prices fixed by the “‘higgling 
of the market.” If the courts hold the 
defendant corporation to be lawful, 
will the publishers advocate a federal 
anti-trust law like unto that of Miss- 
issippi, which prohibits a company 
from purchasing or controlling a com- 
peting concern? Will they undertake 
to suggest what constitutes a legitimate 
profit for the papermaker? And _ sup- 
pose, baffled in the courts, they are 
driven to the necessity of attacking 
the tariff schedules and succeed in 
having wood-pulp, etc., put on the’ 
free list (for absolutely: free paper 
they cannot secure while the protection- 
ist policy prevails), what will be their 
predicament if Canada—recently grown 
exceedingly jealous of the depletion of 
her forests—places an export duty on 
papermaking products? f 

“A momber of similar queries suggest 
themselves, and they lead to the 
thought that the real need is a wider 
range of paper-making material. If 
n “investigation be instigated on the 
oes suggested by the publishers, we 
shall learn much about that, as well as 
concerning the contention that the so- 
caHed industrial trusts are logical de- 
yelopments of our industrial system 
nd can not be successfully assailed 
without endangering the existing social 
order.—Inland Printer. 


———— 
ATTENTION gained by false headlines 


weakens the force of your advertise- 
ment.—Star Solicitor. 











A WORK OF ART. 





text books, 


factory. Address, 


17 Spruce Street, 





Your favor of the 3:st ult. together with copy of specimen book at 
hand, Allow me to thank you most sincerely for the expressions of 
encouragement and good will contained in your letter, and if it ever 
becomes necessary for me to express an opinion on the merits of ‘*Rab- 
bit’s Foot Brand” printing ink, or the integrity of its manufacturer, you 
can rest assured I shall lose no time doing so. 
is a work of art,andwill prove quite as valuable to meas any of my 


A. STANLEY KEAST, Reading, Pa. 
My sample book, containing one hundred and 
twenty-five specimens of my best selling inks, 
can be had for the asking. It will open your 
eyes to the money you have wasted, paying 
the credit ink houses fancy prices for the privi- 
lege of having thirty days’ time on the bill. 
Money back when goods are not found satis- 
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The specimen book itself 


New York 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this 


heading are only desired from 


papers of the requisite grade and class, 





COLORADO, 


Wt advertisers get best results in Colorado 
Springs Evening Telegraph. 1c. a word, 


CONNECTICUT. 
ERIDEN, Conn.. MORNING KZCORD; old es- 
tablished family newspaper; covers field 
60,000 high-class pop; leading Want Ad paper. 
Classitiea rate. cent a word: 7 times. 5 cents a 
word, Agents Wanted, half a cent a word. 


DISTRICT OF COLUMBIA, 


MAINE. 


7 K EVENING EXpREss carries more Want ads 
than all other Portiund dailies combined. 


MARYLAND. 
ae Baltimore News carries more Want Ads 
than any otner Baltimore daily. It - the 
recognized Want Ad medium of Baltimore. 


MASSACHUSETTS, 
\HK Boston KVENING TRANSCRIPT is the great 
h 


resort guide for New Knglanders. ‘They 
expect to find all good places listed 1n its adver- 





7% HR EVENING and SUNDAY STAR. W: 
}. (@ ©). carries DOUBLE the eae 
Wane anon any other paper. Rate 1c. a word. 


ILLINOIS. 


7s Champaign NEws is the leading Want ad 
medium of Ventral! Kasteru Lilinois. 


ss TRIBUNE publishes more classified ad, 
vertising than any other Chicago newspaper 


CONTEARLY everybouy who reads the Eng- 
lish language in. around or about Chi- 
cago,reads the DAILY NEWS,” says the Post-offi-e 
Review. and that’s why the DaILy News is Chi- 
cago s**want ad” directory. 


INDIANA, 
fMHE INDIANAPOLIS NEWS prints every day 
every week. every month and every year. 

more paid classified (want) advertisements than 
all the other Indianapolis papers combined. The 
total number it printed in 1906 was 315,300. an 
average of over 1,000 every day, which is 126,929 
more than all the other indianapolis papers 


STAR LEADS IN INDIANA. 


During the last nine months the INDIANAPOLIS 
STAR carried 461.97 ore columns of paid classi- 
fied advertising than carried by its nearest «om- 
poster during the same period. The STAR gained 

7 columns over the corresponding months 
of last year. During the past two years the 
STar’s circulation has exceeded that of any other 
Indiana newspaper. Kate, six cents ver line. 


The Lake County Times 


Hammond, Ind. 


An Up-to-Date Evening Paper. Four Edi- 
tions Daily. 

The advertising par 1] of 
the Calumet Region. Read ay all the pros- 
Esvin yang men and well-paid mechan- 

cs in wh m accepted as the 
Logical industr’ ial Center of America.” 
“Seanad circulation over 10,000 daily. 

















INDIAN TERRITORY. 
RDMOREITE, Ardmore, Ind.Ter. Sworn cir- 
culation second in State. Popular rates. 


IOWA. 
HE Des Moines REGISTER AND LEADER; onl: 
morning paper; carries more ‘‘want’ ad- 
vertising than any other lowa newspaper. One 
cent a word, m’thly rate $1.25 nonp. line, dy.& Sy. 


7 Des Moines CAPITAL guarantees the lar- 

gest city and the largest total circulation 
in lowa. The Want columns give splendid re- 
turns always. ‘Ihe rate is 1 cent a word; by the 
month $1 per line. It is published six evenings 
a@ week, Saturday the big day. 


using 


Ki k k kk 


HE BOSTON GLOBE, daily and wuotes 1 ie 
the year 1906, printed a soree of 444,7 
Dh ads. There wasa gain of 17,530 fk 17 
ear 1905, and was 201,569 more than Lae other 
oston paper carried for the year 19% 


ntateS-hahel 


WORD AD. 10 cents a day. DatLy ENTER- 
PRISE, Brockton, Mass. Circulation, 10,000. 


MINNESOTA, 


HE MINNRAPOLIS TRIBUNK is the recognised 
Want ad medium of Minneapolis. 


' S PAUL DISPATCH, St. Paul, Minn., covers 
its field. Nine months’ average, 68,833. 


The Minneapolis JOURNAL, Daily 
and Sunday, carries more ¢ 
sitied advertising than ~ other 
Minneapolis —_. aper. No free 


[ee 
Wants and no Clairvoyant nor 


objectionable medica: advertise- 
ments printed. Clussified Wants 
printed in Oct.. 180,740 lines. In- 
dividual advertisements, 25,757. 


for less’ that 2% cents. 
— nies order the rate is Ic. a 
. No ad taken jess than 20c. 


ie] 


CIRO’LAT’N * 
and has over 100,000 subscribers. 


HE MINNKAPOLIS TRIBUNE ie 
the oldest Minneapolis daily 


It publishes over columns of 
Want advertisements every week 
at full price (average of two 
pages a day); no free ads; price 
covers both —_ and even- 
; te. cents per 
by AuNews- ing issues. -Ra 

paper DI'tory line, Daily or Sunday. 


MISSOURI. 
T= Joplin GLopx carries more Want ads 
than all other papers in Southwest Missouri 
resul One cent a 


combined, because it gives ts. 


word. Minimum, l5c 


MONTANA. 
'WVHE Anaconda STANDARD is Montana’s great 
“Want-Ada”’ medium; lc. a word. Ave 
circulat'n (first 6 mos. 1907), 11,187; Sunday, 15, 


NEBRASKA. 
Ts AN FarRM LiBRary, Edgar, Nebr. 
Monthly Cireul 25,000, Rate, 2c, per word. 
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NEW JERSEY. 


Wewank. N. J, FREI ZEITUNG (Daily and 
4% Sunday) reaches bulk of city’s 100,000 Ger- 
mans One cent per word ; 8 cents per month. 


ERSEY CITY Evenine JouRNAL leads allother 

Hudson County newspapers in the number 

of classified ads carried. It exceeds because ad- 
vertisers get prompt results. 


NEW YORE. 


LBANY EVENING JOURNAL. Vastern N. Y.’s 
A best paper for Wants and classified ads. 


AILY ARGUS. Mount Vernon. N. Y. Great- 
est Want ad med inW b County. 


et NEWS with over 95,000 circulation, 
isthe only Want Medium in Buffalo and the 
groagers Want Medium in the State, outside of 
New York City. 
RINTERS’ INK, published weekly. The rec- 
ognized and jeaaing Wantaa medium for 
want ad m:eviums, mail order articles, advertis- 
ing novelties, printing, typewritten circulars, 
rubber stamps, office devices. adwriting. hbalf- 
tone making, and practicativ anything whico 
interests and appeais to advertisers and busi- 
ness men. Classified aavertizements. 20 cents 
a line per issue flat, six worus to a line,’ 


OMLO. 


OUNGSTOWN VinpicaTor—Leading “Want” 
medium. lc. per wora. Largest circulation. 





OKLAHOMA, 
HE OKLaHoMAN Okla. City, 21,040. Publishes 
more Wants than any 7 Okla. competitors. 
PENNSYLVANIA. 


5 lige Chester, Pa.. TIMES carries from two to 
five times more ciassifiea ads than any 
Other paper. Greatest circulation. 


RHODE ISLAND. 


Ae E @ BULLETIN—By far the Inrgest cir- 


VENIN 
culation and the be-t Want medium in R. 1. 


and even- 


ROVIDENCE TRIBUNE, mor 
i e lowest, 


ing, 43,000, brings results, cost 


SOUTH CAROLINA. 
‘E.HE Columbia StaTE (©©) carries 


Ww more Want ads than any other 
South Carolina newspaper. 


CANADA. 


L‘ PRESSK. Montreal. Largest daily circula- 
tion in Canada witnout exception. (Daily 
100.087. Saturdays 117,000—:worn to.) Carries more 
want ads than any newspaper in Montreal, 


YHE Datty TELMrGRAPH, St. John, N. B., is the 
want ad medium ot the maritime provinces 
Largest circulation and most up to-date paper of 
Fastaan Canada. Want ads ove cent a word. 
Minimum charge 25 cents. 


"RE Montreal DalILy STAR carries more Want 

advertisements than aj! other Montrea) 
dailies combined. The FamMILy H&RaLD AND 
WEEKLY STAR carries more Want advertisemeuts 
tuan apy other weekly paper iu Canada. 


Advertisements. 


Advertisements in “ Printers’ Ink” cost twenty 
cents a line or forty dollars a page (809 lines) 
Sor insertion, $10.40 a line per year. Five 
per cent discount may be deducted if payment 
accompanies pe | and order for insertion 
and ten per cent on yearly contract paid 

wholly in ad a specified posit is 

demanded for an advertisement, andgranted, 
double price will be charged. 


WANTS. 
(CRCULaTION SOLICITOR wanted. Suitable 
to experienced high-grade man. 
daily. X 121, Detroit, Mich. 


D-WRITER and SOLICITOR wants potion 
with daily newspaper, Best of reference. 
ddress “ K. K.,” care Printers’ Ink. 
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[LLUSTRATED FARM SERVICE for dailies. 
Page mats or any way to suit. ASSOCIATED 
FARM PRESS, 112 Dearborn St., Chicago. _ 


‘(HE circulation of the New York World, 

morning edition, exceeds that of any other 
morning newspaper in America by more than 
100,000 copies per day. 


Comnsatron MAN—Advertising Manager, 
Circulation Manager or Business Depart- 
ment—wants position lec. 1. Thoroughly ex- 
perienced and a hustler. Address A D- MAN,” 
care Printers’ Ink. 


DVERTISING MAN—Years of experience on 
some of the largest papers throughout the 
country—desires position as advertising mana- 
ger of pr awit daily in town of 25,000 or over. 
Adress “ E. A.O.,” care Printers’ Ink. 


66 ADVERTISERS’ MAGAZINE” should be 

read by every advertiser and Mail-Order 
dealer. Best “Ad School” in existence. Trial 
subscription, 10c ae copy_free. ADVER- 
TISERS’ MAGAZINE,815 Grand. Kansas City, Mo. 


urate OFFICES covering entire newspaper 

ani mages field Openings in ail 
of the world. Advertising, shing, Saies, 
Office and Technical, Write for information. 
HAPGOODS, 305 Broadway, New York, or 1010 
dartford Building, Chicago. 


DVERTISEMENT DESIGNER, lay-out, man 
and artist desires position with agency, 
rade magazine or advertiser. Will give all or 
‘art of time. E nced in originating, de- 
igning and writing ral, trade and technical 
advertisements. ‘*M, D.,” care Printers’ Ink, 


OUNG MAN—long, successful experience 
—_ agency field, well regarded, sincere, 
industrieus worker—desires connection with 
successful publisher as acvertising manager or 
Eastern representative. Excellent references. 
Knowledge of Kastern advtg. situation probably 
unsurpassed, .“‘W. J. G.,” care Printers’ Ink 


WANTED-—EDITOR. 

Business manager and wide-awake advertising 
man, with valuable metropolitan newspaper ex- 
rience, wishes partner (editor) with $10,000, to 
oin in buying good newspaper. Correspondence 
confidential.. Give complete information and 
references, or do not. write. Address ‘‘WEST- 

ERN CHANCE,” care Printers’ Ink, 


W ANTED—Position as managing editor or 

editorial writer on a good, live daily. 
Have had eleven years’ experience all along the 
line. and can furnish the best of references as to 
character and ability from former employers. 
Am 82 years old and married. Salary reasonable 
to start. Engage‘ at present. but desire a change, 
Address ** M, L.,” care of Printers’ Ink, 


ITUATION WANTED:—Managing printer of 
twenty-five: years’ experience (as catalogue 
man and advertiser’s assistant—and in all details 
of office systematizing, printing, binding. en- 
i commercial art and photography), 


having an opening for a man of this kind. Salary 
very reasonable until ability is demonstrated. 
Exceptional references. Address, STRATTON, 
Lock Box 336, Chicago. 


Y YOUNG MEN AND WOMEN 

of ability who seek positio.s as adwriters 
and ad managers should use the ciassified col- 
umne of PRINTERS’ INK, the business journal for 
advertisers, pudlisned weekly at 10 Spruce 8t., 
New York. Such savertizements will be inserted 
ar 20 cents per line, six wordsto the line. PRINT- 
kre’ INK 1s the best school for advertisers, and it 
reaches every week more employing aavertisers 
than any otuer vublication in tue United Srates, 


ANTED—Clerks and others with common 
school educations only, who wis to qual- 
ity for reaay positions at $25a week and over, Lo 
write for free copy of my new prospectus anc 
endorsements from leading concerns every- 
where. One graduate fills $8,000 place, another 
$5,000, and any number earn $1,500. The best 
clothing adwriter in New York owes bis suc- 
cess within a few months to my teachings, De- 
mana exceeds supply 
GEORGE H. POWELL Advertising and Rost 
ness Expert, 471 Metropolitan Aunex, New York, 
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gitar Now OrEy for Advertising Solic- 
itorg :—Mass. Conn., Pre N.Y., 
fig’ $20-30; also ies Chicago a 
and 
peeps Booklet, 7 ie ys Penna 
—Te MEN'S EXCHANGE, 5 
+2 


COIN- CARDS, 
PER 1,000. Less for moré, an pernting. 
$3 THE GOIN WKAPPER CO. Deereit, M 


a 
BILLPOSTING AND_ AND DISTRIBUTING, 


8,000 PASSENGERS | DAILY 


= 2 my run nth “4 ek on ang eraser rion 
the mini Tiets; farmers, well-paid 
ou Want to reach 


Ia rers, the "Kind of people 
vertising spaces, if! acs, r month, 
Rk. OC. PARKS, ARKS, Dane. Poinols. 
WV 4s ARNEY 


& GREEN eof conttol the Posting in 
more than California towns and 
ane akiand. Ala- 

pd Jose oo anes bg 
Angers. Santa Barbara, Riverside. 
waramo and others fn Southern 


Redlands. eo 
Califo: isco office, Stevenso' a“ ‘eal 
14th se Los yon office, 229 San Pedro Si 





REEL OY REE 
MAILING MACHINES, 
HE ver. 1K MATCHLESS Mf. WER. lightest and 
bx TRA A VALENTINE, 
Mfr., 178 hy x, uffalo, N. 
—__++-+—___ 
CARD INDEX SUPPLIES 


G* prices on Stock Cards and Special Forms 
from ——— ares furnished 4 





all my of 


STANDAHD INDEX CARD COMPANY, 
702-709 Arch St.. Philadelphia, Pa. 


PAPER 


B BASSETT & SUTEATS. . 

62 Lafayette st.. New York ay. 
Coated Papers specialty. ae Perfect. 

Write for higa-grade catalogues. 


ADVERTISING MEDIA. 


Reet 1,200 pg in Fray | and Cons Coviea| Miami 
County, Ohio, by using the RD. Only 
daily. Dalitores ‘Girectly to 800 1-7 in eity 

alone. Read by women. Rate, 2-7c. line, net. 


> 


ADVERTISING AGENCIES. 


D.4 . O}GORMAN AGENCY, 1 Madison Ave., 
e N.Y. Medical Journal advg. exclusively’ 


W. KASTOR & SONS ele CoM- 
e PANY, Laclede Building, St. Louis, Mo. 
WHE IRELAND ADVERTISING arial 
1029 Tribune Building, New Yor 

925 Chestnut Street, intinseionts. 


ARFIELD ADVERTISING COMPANY, 1269 
Broadway. New York, General Advertising 
Agents. Maii order ana classified adve1 tising a 
specialty. 


{A FRANK & CU., 25 Broad Street. N.Y. 

yak Advertising Agents. Kstablisheo 
1872. Boston. Philadelphia. Advertis- 
ingof ry triads placed in every part of the world. 


ye ate ear ADVERTISING BUREAU, 


O.). New York. Ads 
in the TRADE’ 3 NALS our specialty. 
Benj. R. Western, Propre Es yet 1877, Booklet. 


FOR LESS THAN $2,500. 00 


we can place — givertising prominen: 

fore over 2; French-speaking C ae 
and New sealants me tg Fd write ¥ 

free of charg: in the French that will out ‘anes 
mediums, and if required Sens your ae 
ture and follow-up matter ost reasona 

bm gad We have eneopesonal facilities for this 


h ts Advertising Agency, Ltd. 
‘pins Begharts Advert Monnfeal, Cansda. 
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MOTORS. 
SOMETHING NEW. 


Variable 
ui 


300 fo $,000 impressions fa deu Roar; reversible at 
any speed. Sizes, 4 to 5 
Write GUARANTEE KLECTRIC COo., 
Adams Street, Chicago, 


FOR SALE. 
gy hth he FOR SAL¢—Will sell or lease 
w 
is. so one of 
9 ee Bo hwest. pedrens ‘30 
NEWS, ned Wing, Minn 


ENVELOPES. 


a 4 ry envelopes (your return), 10c, 
25%) fines co., Lyon. = P 


ADVERTISING NOVELTIES. 


a ad moveln. Buy direct; 2 sam- 

0c. J.C. KENYON, Mfr., Owego, N.Y, 

fro conceivable kind, from all manufac- 

turers. E. W. FRENCH CO.,1 Beekman St. 
opposite Postoffice, New York. 


PRINTERS. 


We print catalogues. pooklets. circulars, acv. 

Matter—all kinds. Write for prices, — 

BLAIR PTG. Cu,, 514 Main St.. Cincinnati. ¢ 
—__ +> -- 


GENERAL PRINTING. 
ENERAL pss pes IP CATALOGUE AND 
BOOKLET WORK. —Unusual facilities for 
large orders—monotype and linotype machines 
—large hand composing room, 4-color rotary, 
cylinder, perfecting. joband embossing presses, 
etc., etc. Origina: ideas, good workmanship, 
coonomye Dr epromptncss. Oppor' tunity to estimate 
solici kK WINTHROP PRESS, 419 Lafay 
ette St., New 3 York. 


++ 
BOOK OOKLETS, 


BOOKLETS 3°" 


8 “ 10 “ 40 
acer Ps x3 aper. Sample free. 
8 1. SHUAR I, 45 Rose St., N, Y. 
ADDRESSES. 
| bes of 4,000 School Teachers; price $5, or $2 


per poe sand. 
DERICK C, FBERHARDT, 
522-9 Stegnen Girard Building, Philadeiphia, Pa, 
—__+o+—__—_ 


SUPPLIES. 
D. WILSON PRINTING INK Co., Limited, 


e of 17Spruce St., New York. sell more mag- 
ean cut ioks than any other ink bouse ip tho 


res-ive 
DHUs COUNT TY 


4 M. #22 
26 


_ prices tocash buyers. 


Mf PUBLISHER: You ought to have Bernard’s 
Cold Water Paste in your circulation dep’t 
oad ‘Festing mailing wrappers. *~ other rpast« 
clean, convenient and cheap. Sample free. 
BERNARD'S a” DEPARTMENT, Rector 
Building, C 0. 
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TACS AND BUSINESS MAPA 


will put you in touch with more business. 
Inf and I 


sent on request. 








‘k Philadelphia Ch 


m New Yer! St.Louis) 


PATENTS. 


paumPATENTS that PROTECTo== 
Our 8 books for Inventors mailed on recei 
of 6 cts. stamps. R. 8. & A. B. LACE 
Washington. Db. O. Eatab. 1869. 
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PREMIUMS. 


PAOUSANDS of suggestive premiume suitable 
for publishers and otners from the foremost 
makers and a dealers in jewelry anc 
kinared lines. yo list price illustrate 
eenioges (@0) treatest — of its kind. 
blished annually, 36th issu w ready ; free. 
8. He MYERS CO., 47w. and 49 ‘Maiden Lane, N. Y. 
—-—-—__— 


HALF-TON TONES 


W RITE for samples and | and prices. STANDARD 
ENGRAVING CO., 560 | 560 7th Ave., New York. 


ERFECT copper half-tones, 1-col.. $1; 1 

rin. THE YOUNGSTOWN ARC EN EN- 
GRAVING CO., Youngstown, O) 
Nfws EW i ty HALF- ea) 

3x4, $1 ; 4x5, $1. 

Delivered, ‘lien eee ath ee the order. 
& 
CNOXVILLE EN ENGRAVING CO., Knoxville, Tenn. 


ewe or line productions. 10 square 
inches or smaller, delivered prepaid, 7ic.; 
6 or more, 50c. each, Caso with order. All 
newspaper screens. Service day and nigbt. 
Write for circulars. Kkeferences furnisbed. 
r process-engraver. F, UO. Box 815, 
phia, la. 


PRINTING. 


UR choice of printing consumers kee 
continually busy. On receipt of your ang 
we can easily demonstrate whether or not your 
choice and ours is identical. Perhaps it may 
lead to mutually profitable business? Wh 
knows! Why not write now THE B BOULTON 
PRESS, Drawer 94, Cuba, NY. 


—_+or—__ — 
COIN MAILER, 
y Ag PER 1,000. For 6 coins $3. Any printing. 
e SOME COIN CARRIER G O., Burlington,la. 
——_ —+4+—___—__ 
POSTAGE STAMPS. 


5 OFF, ungummed, unused. U.S: c.od. OR- 
o SER, Buyer, 2404 Miiwaukee Ave , Chicago. 
—_—__+o+—__—_ 


Newspa 
Philade 


STEREOTYPE O UTFITS. 


con simplex stereotyping outfits. No heat- 
, ing of type in the ba id Simplex stereotyping 
lates. ooklet for two 


Process. Superior 
HKS, %0 East 33d Street, 


s. HENKY 
ew York. 


+o 
PRINTERS’ BLOTTERS. 


G thom COPY, snappy color cuts for printers’ 
blotters, FRANK seins ial Des Moines, la: 


DISTRIB UTION. 


Mr. Advertiser, 
Can’t You Use it? 


OUR LIST OF GUARANTEED DISTRIBUTORS 
covering the United States and Canada like the 
ew. Our Men will Distribute your a +4 
Matter anywhere and to any class of ple FO. 
ONE-FOURTH THE Cost, of MAILING. We 
will aad iy the business for you, or, if you 
prefer ak Lg your contracts direct with on 
)iscribui WE wit LL MAIL YOU. 0 OUR DIS 
TABGTORS? DIRECTORY FREE. WE AR. 
a AN HONEST DISTRIBUTION, and will 
pay tor ‘or matter not so Distributed or destroyed. 
RITE US NOW. | See if we can’t do. ,some- 
thing t ’ Com- 
mereial Union and Bradstreet. 
NATIONAL DISTRIBUTING CO., 
700 Oakland Bank Building, Chicago, I) 
+20 


PUBLISHING TIES. OPPORTUNI- 





fe PAPER OPPORTUNITY. 
Two een a 
Should be consolidat 
Both now making m 
And when combined should 
t fay Inne feta nee on investment. 
Oo 


$50, oan bepareed. 
EME N_ P. HARRIS, 
Soaber in Publishing Property, 
Broadway, New York 


43 
DIAMONDS, 


XMAS 


Diamonds éait 


GIFTS 


Buy GURISTBAS, ors on 8 Benths’ Time. 
y one-fifth on d park e in 8monthly 
- th, Cai log free, Write today. 

Original Diamond & Wateb Credit House, 

@0.Dept, 4. isy, 92 State St., Chicago, Ll, 


——+9+—____ 
ADVERTISING. 


N*t WAYS for your advertising. I design 
a i ¥; booklets; folders, 
nd write good, si text to go witb them. 

“NE ways Printers’ Ink, New York. 


a 
TYPEWRITTEN LETTERS. 





IMITATION 
Baier LETTERS 


rate the iargest plant in the world 
tort the production of Circular Letters, and 
turn them out by the thousands or million 
in any style of typewriter type, furnishing 

TYPEWRITER RIBBONS 

EXACTLY MATCHING. 

Send for samples and prices. You will 
wonder how it’s possible for me food produce 
such perfect work at so low a p: 

To those operating their own Y Muitigraph 
departments [am prepared to furnish sup- 
plies at the following prices 

“black Ribbons, 8 inches wide, 

—7 purple, green or red, 


1 

cleaner Ribbons, exactly ——- 

ing, per doz - $4 
Special aan to large users. 


M. M. ROTHSCHILD 
Circular Letter Specialist 
% Fifth Ave., Chica go, Ill. 


NEWSPAPER PRESSES 


TAKEN IN TRADE FOR 


HOE MACHINES 


GOSS FOUR-DECK PRESS, 
Printing from 4 to 32 pages. 
GOSS THREE-DECK PRESS, 
Printing from 4 to 24 pages. 
GOSS THREE-DECK PRESS, 
With two pairs of Color Cylinders. 
- THREE-PLATE-WIDE 


Ls 














Printing from 4 to 12 pages. 
TWO GOSS 4 and 8-PAGE PRESSES, 
SCOTT SEXTUPLE PRESS, 
Three Rolls, Double Width, 
SCOTT THREE-DECK PRESS, 
With Color Cylinder. 
SCOTT 4 and 8-PAGE PRESS. 
POTTER TWO-DECK PRESS, 
Printing from 4 to 16 pages. 
CAMPBELL NEW’MODEL PRESS, 
Printing 4 and 8 pages. 
COX DUPLEX PRESS, 
Columbian pattern. 
COX DUPLEX PRESS, 
Angle Bar pattern, 
COTTRELL MAGAZINE PRESS. 
For prices and further particulars 
apply to 
R. HOE & CO. 
s04 Grand St., New York. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards orcirculars, and any other suzgestious fur bettering this department. 








“HERALD,” 
Main Street, 
Decatur, IIl. 
Editor Ready Made Department: 
Dear Sir—I enclose clipping of a 
display ad that appeared in the Herald 
last week. I think it is the best ‘‘Pub- 
licity” ad I have ever seen. Maien- 
thal Bros. say they have heard more 
remarks about this ad than anything 
they ever run before. 
I would appreciate your opinion as 
to whether this is good advertising. 
The ad is not original with Decatur 
as I copied the idea from the Houston 
Post. Yours very truly, 
(Signed) Roy C, Parrisu, 
Advertising Manager. 


Tue DeEcaTuR 
237-239 North 





A space over twelve inches 
deep by two columns wide used 
merely to “attract attention.” If 
that were the real problem of ad- 
vertising, or more than one side 
of it, advertising would indeed 
be a simple thing: there are so 
many ways to accomplish that 
single end. But it happens that 
the real purpose of advertising 
is to sell goods, and that it is of 
little use to attract attention un- 
less it is turned to some account. 
Here was space enough for a 
selling argument—for the pres- 
entation of descriptions and 
prices, and, for that matter, good 
illustrations of the goods—in 
short, an opportunity to print 
something of actual, immediate 
selling value; all wasted in an 
effort to make people talk for a 
day. A picture supposed to rep- 
resent an eighty-story building 
occupied all but two _ inches 
(double column) of the space, 
preceded by “Proposed New 8o- 
Story Building To Be Erected in 
Decatur,” and followed by this 
bunch of nursery talk: 





“The above is an architect’s drawing 
of an eighty-story building to be erect- 
ed by Maienthal Bros., 141 Merchant 
St., as soon as they have business 
enough to justify it. At the rate they 
are growing now it will not be a cen- 
tury before they will need it. 

“Entire building to be used for their 
tailoring, hat and gents’ furnishing 
business.” 





If you're advertising to make 
people talk about your ad, that’s 
one thing; but if you’re advcr 
tising to make the wheels in the 
cash register go ’round that’s an- 
other, and quite a different prop- 
osition. 





From the Richmond Times. 


Dispatch. 


School Time 
Means Overcoat 
Time. 


bee? say “Nature fits all 
her children,” but when it 
comes to boys’ clothes we 
can help her out with good 
strong cloth and comfort- 
able garments. 

A special showing this 
week of school -suits—-the 
kind that will be a credit all 
round, to the boys, the par- 
ent and to our store. 

Overcoats, Reefers 
Suits, $3.50 to $15. 

And all the wher jaunty 
things for boys, 


O. H. BERRY & CO., 
Men’s & Boys’ Outfitters, 
Richmond, Va. 


(Va.) 





and 





One of a Daily Series. From 
Philadelphia (Pa.) Builetin. 





“Evening, 
Mr. Smokely, 


Once in a while some well- 
meanin’ but misguided mis- 
sionary figures up the money 
a man might save if he quit 
smokin’ for twenty years, 


“But I say if a man 
smokes the RIGHT cigar he’ll 
get more fun out of his 
money in twenty minutes 
than he would by just saltin’ 
it down for ten times twenty 
years. 

“And ‘he RIGHT cigar 
means the Tom Keene every 
time.’ 


Sold Everywhere. 
-GOLDSMITH & ARNDT, 
Wholesale Distributors, 
Philadelphia, Pa. 

















PRINTERS’ INK. 


TueEo. R. Jones, 
Adwriter, 
1543 Fontain St., 
PHILADELPHIA, 
Editor Ready Made Department: 

Dear S1r—Enclosed please find two 
ads. The one with the illustration’ is 
my idea; and the other the advertiser 
calls a ‘“‘bullet,” and thinks it’s just 
about the thing. Of course, I think 
my idea is the better. Will you be 
good enough to tell me what you 
think. Very truly yours, 

(Signed) Tueo. R. Jones. 


45 


furnishing, in the way of prices 
and descriptions, something that 
tends to confirm the reasons 
given for your big trade in 
waists. The two ads are here 
submitted to the readers of this 
epartment; the “bullet” ad be- 
ing followed by the adwriter’s 
own effort: 





ovr customers appreciate our large assor- 
ment of Shirt Waists; and they are the 


Great 
best valuesio Philadelpbia Kindly investigate 





I fail to see where there is any 
chance for an argument. ‘The 
advertiser's Own copy may be a 
“bullet,” but it doesn’t seem to 
be aimed at anything in particu- 
lar, hasn't the requisite “pow- 
der” back of it to carry very far, 
and, it would seem to me, has 
only about one chance of making 
a hit where yours has half a 
dozen or so. The woman whois 
going to buy a waist, or who may 
be induced to do so, may be im- 
pressed by the fact that you have 
sold 27,211 waists since January 
1, 1907. What that woman most 
desires to know, however, is 
what kind of a waist she can 
buy for a given price—what it’s 
made of—how it’s made—how it 
looks. Of course the natural in- 
ference from the big figures is 
that yours must be a good place 
in which to buy waists—that, 
otherwise, you couldn't have 
sold so many. But the number 
sold isn’t the whole show as an 
advertising argument; it is mere- 
ly a side show—an incident—and 
should be so treated, 

“A Dollar Waist for 55c.,” or 
“$1.50 Value Waists for 75¢.,” 
gives the waist buyer something 
definite to think about, and, 
when accompanied by a descrip- 
tion, starts a train of thought 
whose first stop is likely to be 
at your door. The statement 
about the quantity sold is a 
good one, but, presented in that 
bald way, you can’t be sure that 
it will suggest all.chat you would 
like to have it suggest. It is 
better to take a line or two more 
and do a little of the lady’s 
thinking for her by saying why 
sO many waists were sold in the 
time stated. And the whole state- 
ment should be a part of an ad 





Shirt Waist A Dollar Waist for 


§5c. 


Our 55 cent Waists are worth one dollar. 
Made of Lawn and trimmed nicely with lace 
and embroidery. 


$1.50 Value Waists for 


75c. 


This Waist will cost you regularly $1 so. 
Ives made of Lawn—trimmed with wide Val 
lace and fine embroidery —Gnished with tucks 
Short ot long sleeves. Opens io back. 


Values 
a 


Lingerie Waists, $1.25 to $12.30 


Net Waists—Silk Waists 


All over Net, for fall, made over silk foun- 
‘dations Trimmed in floral designs of applique 
#046 German Val laces. 

Our fashionable Silk Waists are very at- 
tractive. ‘he pretty trimmings aad good 
qualities are sure to make a favorable mapres 
sion Note the prices in comparison. 


The Up-Town 
Shirt Waist Store 


$6.50 Net Waists, $3.95 
$7.50 Waists. - $5.00 


C. A. ROWELL 


THE UP-TOWN SHIRT WAIST STORE 
Dry Goods and Ladies’ Furnishings 


1611-13-15 Susquehanna Ave. 





Since January Ist, 1907 
we have sold 


27,211 
Ladies’ Shirt Waists 


Have you seen our 


NEW 
FALL DESIGNS? 


——_— 


C. A. ROWELL 
Dry Goods and Ladies’ Furnishings 


THE UP-TOWN SHIRT WAIST STORE 
1611-13-15 Susquebanna Avenue 
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Has the Price, With a Suggestion of 
Better Things. From the Louis- 
ville (Ky.) Post. 





Imported 
Palm Leaf. 


Lunch Baskets, price only 
goc. each. This is just the 
thing for School Children. 


All kinds of High-Grade 
Baskets in our Housefur- 
nishing Department in Base- 
ment, 

J. DOLFINGER & CO., 
584 4th Ave., Near Walnut, 
Louisville, Ky. 








Baking Biscuit in the Ash-pan as a 
Demonstration of Floor Heating. 
From the Louisville (Ky.) Post. 


Don’t Send 
Money Up the 


Chimney— 

Buck’s hot-blast heater 
turns fuel into heat, not into 
smoke—and it cuts. fuel 
bills in two. 

You can bake biscuit in 
the ashpan of a Buck’s hot- 
blast, a proof conclusive 
that ‘it heats the floor as 
well as the ceiling. 

RHODES - BURFORD 
FURNITURE CO., (Inc.), 

628-630 W. Market St., 

Louisville, Ky. 











Making Ready-Made Sound Like Cus. 
tom Made. From the Indianapolis, 
(Ind.) News. 





Suits Faultlessly 


Fashioned, 

Captivating Suits, with 
that faultless fit and mold- 
ing to the figure that distin- 
guiskbes the “‘man-tailored” 
garments from the dress- 
maker made, each garment 
possessing pe made- 
to- order featurps—distinc- 
, tive style points ‘typical af 

‘Dove’s” -. exclusive g 
ments. All cloths, coors 
and styles, and they cost no 
more than the commonplace 
suits sold elsewhere. 

$18.50 to $65.00. 


DOVE’S, 
K. of P. Flatiron Building, 
Indianapolis, Ind. 














A 
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Good One for 
From the Dubuque (la.) Telegraph- 


Herald, 


For an Optician 
City Competition, 
ington 


For 








Where the Top 
of the Kitchen 
Table is White. 


Where the kitchen floor is 
clean there will be found 
the 

GAS RANGE. 
No really good housekeep- 


er pretends to keep house 
without a gas range. 





With 


Cll.) Pantagraph. 








Furs. 
World. 





Why 
go blind for two or three 
days while your glasses are 
sent to Chicago for repairs? 
We do Lens Grinding 
right here. 
It is not necessary to 
bring your prescription. 
Bring your. broken lens. 
We will do the rest, 
A. E. WAITE, 
Optician, 
220 North Center Street, 
Bloomington, III. 








From a Parisian 
Catalogue. 


Just take up a Parisian 
Fur catalogue, ‘and you'll 
realize what Canadian Mink 
means in European winter 
fashions. There is no Mink 
found in the world so per- 
fect as that trapped in our 
northern wilds. It follows, 
then, that Mink is better 
and cheaper here than else- 
where. We assure you that 
we have absolutely the 
largest stock of _ perfect 
Mink pelts to be found in 
Canada. 

Our show rooms contain 
countless designs in Stoles, 
Ties, Ruffs, Muffs, Coats, 
Boas and Scarfs, 

Four-Stripe Mink Muff to 
match, with tails and paws, 


65. 
_ Write for Catalogue giv- 
ing other styles, or call. 


THE W. & D. DINEEN 
* COMPANY, Ltd., 
Cor. Yonge and Temperance, 
Toronto, Canada. 











the Gas Range. 


Nearby Big- 
From the Bloom- 


From the Toronto (Ont.) 


Go Far Enough. 
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Good as Far as it Goes, but Doesn’t, To Catch the Proud Mamma. From 


(Pa.) News. 








We Know Something 
About Furniture 
Making. 

When we sell furniture 
we know how it is put to- 
gether. We tell our cus- 
tomers what we know, and 
we guarantee what we say 
about the furniture we sell 
will come true when you 
use the furniture. 
HENNINGER, SCHICK & 

HERTWIG, 
819 and 821 Penn St,. 
Reading, Pa. 








At Least a Three-Bagger. From 


Richmond (Va.) Times-Dispatch, 


For 





“Berry’s for 
Clothes.” 


Eighty home runs! 

Eighty pairs of $5 Fancy 
Outing .Trousers to make 
the trip to-day at $3.50! 

Don’t you want a pair to 
run your way? 

They'll bolster up your 
appearance mightily. 


O. H. BERRY & CO., 
Mcn’s and Boys’ Outfitters, 
Richmond, Va. 


a Custom Tailor. From the 
burg (Pa.) Dispatch. 





You Wouldn't 
Believe Us 


If we said, “We produce 
the best tailoring results in 
Pittsburg!” 

Everybody can say as 
much, 

So we’ll put it up to you 
this way: 

“The best dressed people 
in Pittsburg have us make 
their clothes.” 

Even this may sound 
pretty strong, but you can 
prove it out by inquiry of 
your well-dressed friends. 

When you have satisfied 
yourself, let us make that 
Fall Suit or Overcoat. 
You'll be glad to tell who 
made it. 

MURRIN, 
Over the Wabash, 
ailor, 

318 Fifth Ave., 
Pittsburg, Pa. 














From the Reading 


the 





the Zanesville (O.) Signal. 


Children’s 


Contest, 


In Smith’s Contest all 
children up to and includ- 
ing seven years of age are 
eligible. Bring the little 
folks soon. 


J. LINCOLN SMITH, 
Zanesville’s Leading Photo- 
grapher, 
Zanesville, O. 








For the Fastidious. From the Phila- 
delphia (Pa.) . Bulletin. 


$20 Up. 


The styles one sees on 
billboards and in the maga- 
zines are not’ exclusive 
enough for the men _ who 
know clothes. The cost of 
“individuality” is compara- 
tively little here. 

ROBT. E. SPRINGSTEEN, 
Tailor, 
143 N. Pennsylvania St., 
Philadelphia, Pa, 
Denison Hotel Building. 











Good Stuff, but Only One Price Where 
Theré Were Places for Five or Six. 
From the ‘Haverhill (Mass,) Gaszette. 


These Be 
Brave Words— 


But I Can Prove Every 
Assertion: 

I am obliged by contract 
to keep six dozen Waterman 
Pens in stock all the time. 
I am obliged by contract 
to keep six dozen Parker’s 
in stock all ‘tthe time. I 
have just bought one gross 
of the Syndicate, my dollar 
pen. I have three dozen 
Eagle Flash on hand, two 
dozen Moore’s, to say noth- 
ing of the Transparent and 
Stylographic Pens on hand. 
It is a big stock, and ties u 
a lot of money, but I sell 
more from being ab’. to 
offer my patrons a_ bigger 
variety to choose from. Re- 
member, a!so, that I am a 
fountain »en doctor, and 
p-escribe tree of charge for 
a. minor ills. Prospective 
purchasers of. Fountain Pens 
would do well to remember 
all these facts. 


WM. E. HOW, 
The Stationery Shop, 
27 Washington Sq., 

Haverhill, Mass. 
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$2,295,600 


To Invest on Personal Advice of 


THE WORLD'S WORK. 


Hundreds of people every month apply to THE Wortp’s Work for 
advice and information about investing their savings. During the past 
year 23% of our inquirers mentioned the sum of money to be invested, 
and these alone totalled $2,295,600. The other 77%, in the same pro- 
portion, would bring the sum up to $7,283,115.84—a conclusive demon- 
stration of the purchasing power of THE WoRLD’s WorRK’s constituency 
and of its strong confidence in THE WorRLpD’s Work. 

Perhaps these figures will surprise advertisers who are not familiar 
with distinctive magazines and their constituencies of. friends. The 
Readers’ Service of THE WoRLD’s WorK, a distinct department for 
serving subscribers, has even closer relations with our people along 
other lines of advertising, notably 


Office Appliances and Business Systems, 
House and Factory Building, 
Clothing, Schools, Automobiles, etc. 





This Shows Where a Distinctive Magazine Stands 
in the Homes of its Friends. 





DOUBLEDAY, PAGE & CO., NEW YORK. 


133-137 East 16th St., New York. 1511 Heyworth Bldg., Chicago. 














